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Stations’ public service donations total $136,000,000 in nine months! 
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Mr. Willard Moneymaker says: 
‘“‘Our increasing success is due 


in great measure to the superb job 
done by WKNB-TV”’ 
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letter on file 


Our own programs, plus all the NBC shows make a powerful and convincing 
sales vehicle. If you want productive advertising coverage at low cost, WKNB-TV 
is one of America’s great TV buys. WKNB-TV packs a powerful advertising 
wallop—375,000 sets—94% saturation in Hartford County.* 


*ARB April, 1956 





Represented Nationally by The Bolling Company 
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WKN -TV channel 


Studios and Offices West Hartford 10, Conn. 
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MAKE YOUR MARK 


IN THE 





MOUNTAIN WEST 
WITH KSL-TV.. 


Your brand will 

make a better impression 

when you cover this area which 
ranks the equivalent to 

19th in population, 

23rd in families and 

33rd in effective buying income. 
You get unduplicated domination of 


26 counties when you use 


SALT 


the area station . . 


KSL-TV 


LAKE CITY 


Represented by CBS-TV Spot Sales 
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for January release! 














T 








5? true dramas 
of suspense, fear, and fighting courage... 
from TV's most successful adventure series! 








CRUSADER 


starring BRIAN KEITH ...a man with a mission 


Local and regional advertisers will welcome this opportunity to catapult their sales with a great network hit. 


CRUSADER is rounding out 65 smash weeks for Camels and Colgate-Palmolive on CBS TV. Its 12-month average 
Nielsen rating of 22.1 tops the average rating for all other dramatic seriés. Each half hour is beautifully cast 
and produced . . . based on official records . . . packs a terrific wallop for the entire family. High drama, high 
ratings, higher and higher sales!—all yours when you say CRUSADER to MCA. Say it today. 


America’s 
No.1 Distributor 
of TV Film Programs 


/ 
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The Timebuyer Asks... 
WHO OWNS KTRK-TV2 











. +. a good question that every 
smart timebuyer wants to know about 
every station he buys. With ownership 
go those intangible assets... prestige 
and influence in the community... 
reputation for effectiveness . .. promo- 
tional plusses . .. in short “the company 


” 


you keep! 
* * 


LEO BURNETT CO., Inc., timebuyers and 
media supervisors, left to right, Harry 
Furlong, John Huckstep, Dick Coons, Doug 
Burch, Helen Stanley, and Arne Nordmark, 
talk with Warren Nelson of George P. 
Hollingbery Co., national representatives 
for KTRK-TV. 
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KTRK-TV is owned by Houston Con- 
solidated Television Company... a 
company that merged all the great 
forces that have made Houston Amer- 
ica’s most amazing city! The Jesse H. 
Jones interests, owners of the powerful 
Houston Chronicle, are major stock- 
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holders and manage KTRK-TV for a 
score of influential Houstonians whose 
interests include Oil, Cotton, Cattle and 
Ranching, Banking and Finance, Law 
Securities, Industry, Public Utilities, 
Public Relations and outstanding gov- 
ernmental service. 








This solid ownership, plus better 
shows and showmanship on the local 
level, plus ABC’s increasingly strong 
network lineup, have made KTRK-TV 
the family favorite and your best buy 
in the $3 billion dollar Houston market! 


KTRK-TV 


THE CHRONICLE STATION, CHANNEL 13 
P. 0. BOX 12, HOUSTON 1, TEXAS—ABC BASIC 


HOUSTON CONSOLIDATED TELEVISION CO. 
General Manager, Willard E. Walbridge 
Commercial Manager, Bill Bennett 





NATIONAL 
REPRESENTATIVES: 
GEO. P. HOLLINGBERY 
COMPANY 
500 Fifth Avenue, 
New York 36, New York 
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LATE NEWS 


every night 





12 noon 


NEWS- 
WEATHER 


Sun. thru Fri. 


HEADLINES 
NEWS & SPORTS 
Mon. thru Sat. 


Sponsors or WBEN-TV newscasts get BIG results 
because WBEN-TV newscasts enjoy the biggest audiences. 


WBEN-TV Newscasts are in the hands of newsmen who 
dig, delve, cover, write, edit and broadcast news the way 


Western New Yorkers want it. 


Film crews, the WBEN-TV mobile unit, leading wire 
services and the newsroom and editorial department of 
Western New York’s great newspaper combine to give the 
most complete, most authoritative news coverage. That's 
why WBEN-TV news is the BIG NEWS on local television. 
And that’s why . participation in or sponsorship of 
WBEN-TV newscasts can do the BIG selling job for you. 
Get the newsworthy facts from our national representatives, 
Harrington, Righter & Parsons, or contact WBEN-TV 
Sales directly. 


WBEN -TV 


The Buffalo Evening News Station 
CBS e BUFFALO 


your TV DOLLARS COUNT FOR MORE ON CHANNEL red 
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Famous on the local scene... 


George Washington turned an unknown farmhouse at Valley Forge into a national shrine. 


Storer stations, too, were scarcely known outside their local communities 
until their affiliation with Storer. Today they are nationally known, 
yet the warm personal touch of the home-town 


community has never been closer. 


A Storer station is a local station 











TELL LL LAL 


STORER BROADCASTING COMPANY 











WSPD-TV WIJW-TV WJBK-TV WAGA-TV WBRC-TV KPTV WGBS-TV 
Toledo, Ohio Cleveland, Ohio Detroit, Mich. Atlanta, Ga. Birmingham, Alo. Portland, Ore. Miami, Fic. 
WSPD WJW WJBK WAGA WBRC WWVA WGBS 
Toledo, Ohio Cleveland, Ohio Detroit, Mich. Atlanta,Ga. Birmingham, Ala. Wheeling, W.Va. Miami, Fla. 

















yet known throughout the nation. 





































TOM HARKER—vice-president and national sales director |} Mi 
~ 11 t 57th Street, eM 
Bos W cs 4 eoles ot 8 East 57th Street, New wa? urray 
LEW JOHNSON— midwest soles manager ® 230 North Michigan Avenue, Chicago | ® Franklin 2-6498 


GAYLE GRUBB—vice-president and Pacific coast sales manager ® 111 Sutter Street, San Francisco © 
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YOUR Q 
FOR COLOR 





cotor doubles the audience of TV programs among 
COLOR set owners, and more than doubles the impact of 
commercial messages, according to a new study con- 
ducted jointly by NBC and BBD&O. 


This study is confirmation of what cotor advertisers 
using WNBQ, Chicago, already know. The first all- 
COLOR TV Station is now presenting more than 30 hours 
of local coror weekly, and is selling in coor for more 
than 40 local and national spot advertisers. 


One example of WNBQ coror-selling is “Adults Only,” 
55 minutes of delightful variety for Chicago grown-ups 
at the five o’clock hour usually reserved for children. 
“Adults Only” features Joe Gallicchio and his orches- 
tra, the songs of Nancy Wright and Michael Douglas, 
and the deft emceeing of popular d.j. Tom Mercein. 


In compatible cotor and black-and-white, “Adults 
Only” can sell for YOU at a cost-per-thousand-viewers as 
low as 99¢. Take a““Q” from us and get the details today! 
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Letter from the Publisher 
Congratulations 


NBC on its 30th Anniversary is demonstration of the fruits of 
American ingenuity and enterprise. The network paralleled and 
exceeded the percentage growth of the American economy over 
the past three decades. It is a basic and important factor in moving 
goods and therefore maintaining and generating a prosperous 
economy. At the same time, it is a sociological force in the pattern 
of American living. To the pioneering efforts and vision of Brig. 
Gen. David Sarnoff and the men and women who have built the 
company, and to NBC on the threshold of even greater achieve- 
ments, the entire industry extends its congratulations. 


Open Season 


With the cold weather comes the hunting season—and the time 
of year, it appears, to take pot shots at tv. 

The Bureau of Advertising has tossed off a piece of promotion 
directed at daytime tv. Our lead story in the last issue on daytime 
tv with its facts and figures is, we have been told, an effective 
answer to the Bureau’s buckshot barrage. 

The Radio Advertising Bureau has also trained its air rifle at 
daytime tv. One of the publications purporting to do an informa- 
tional job in the broadcast field comes out with a yarn bumptiously 
titled “Tv is Laying an Egg.” 

It is significant to note that all of the competing media are not 
training their guns on each other but rather on the most effective 
and productive of all media—tv. There is a great lesson here for 
all of television. Any medium to be sold effectively, whether it be 
newspapers, radio, outdoor, magazines, has to be sold competitively. 
And since television is the medium with the most spectacular gains, 
it stands to reason that the competitive pitches against tv will be 
stepped up in the months to come. It means that television stations 
individually and the industry collectively will have to do a much 
more intensified job of selling the medium. 

One constructive starting point will be to increase the budget of 
the Television Bureau of Advertising to $1 million a year. This 
can be done through additional members. 

But it needs the unqualified support of a unanimous industry to 
broaden its scope, increase its personnel and intensify its sales drive. 
The TvB Convention in New York last month was demonstration 
of how effectively and efficiently that organization is operating. 
It has many exciting projects on the drawing boards. It will con- 
tinue to do a good job. It can do an even better one with the 
additional money which it should have. 


Cordially, 


I. Vaal 


WGAL-TV 


LANCASTER, PENNA. 
NBC and CBS 


DOLLAR 





One of America’s important 
TV areas—the Channel 8 
Multi-City Market! Here 3'/ 
million people, with $5% 
billion to spend every year, 
own 917,320 TV sets. 
















Channel 8 Multi-City Market 
Harrisburg Reading 
Lebanon 

Hanover Pottsville 

% Gettysburg Hazleton 
Chambersburg Shamokin 
Waynesboro Mount Carmel 

me Frederick Bloomsburg 
Westminster Lewisburg 
Carlisle Lewistown 
Sunbury Lock Haven 
Martinsburg Hagerstown 


316,000 WATTS 


STEINMAN STATION 
CLAIR McCOLLOUGH, Pres. 


Representative 

the MEEKER company, inc. 
New York Los Angeles 
Chicago San Francisco 
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ADVERTISERS GET BIG- TIME 
RESULTS ON WFAA-TYV 


While these now famous puppets were hitting the “Big Time” 
with WFAA-TV viewers—so were sales for BRYLCREEM 
in the greater Dallas-Ft. Worth market. An unprecedented 


3-year climb supported by a steady 3-year spot schedule on 
WFAA-TV! 


If you are looking for big-time results in the nation’s 12 rank- 
ing metropolitan market... 


Call Your 

_ PETRYMAN 
for complete market information 
and availabilities 


CHANNEL 8 — DALLAS 


NBC-ABC 


Covering 564,080 North Texas Television Homes. 
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BLANKETS AN 
ENTIRE NEW 
MIDWEST 
REGIONAL 
MARKET 


FT. TOWER 


Tremendous increase in 
power! Plus all-new pro- 
gramming to match it! 
Keyed - to - the - midwest 
music shows and dramatic 
newscasts make Joe Floyd’s 
miraculous, far-reaching 
new KELO your one great 
regional market buy. One 
of the Midwest’s leading 
stations affiliated with 
NBC. 
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JOE FLOYD, President 
Evans Nord, Gen. Mgr. 
Larry Bentson, V.P. 
Represented by H-R 





444 Madison Avenue, New York 22 


The McCann-Erickson Story 
Thank you. . 


story. 


. for your fine cover 


We are most appreciative of your 
interest in McCann-Erickson and cer- 
tainly were pleased with your job of 
reporting. 

Marion Harper Jr. 
President 
McCann-Erickson, Inc. 
New York City 


Looking at it objectively, the job 
you people did on McCann-Erickson 
was superb. Looking at it subjectively, 
I can only thank you for the kind 
words. 

C. TERENCE CLYNE 

Chairman, Plans Review Board 
McCann-Erickson, Inc. 

New York City 


The McCann article looks most im- | 


pressive. | am taking the book home 
tonight. . . . 

FRANK WHITE 

Chairman of the Board 

McCann-Erickson Corp. 

(International) 


I want to express my appreciation 
of the fine job Dan Richman did in 
his story on McCann-Erickson in the 
November 5th issue of TELEVISION AGE. 
| think the entire treatment was tops 
and, also, appreciated the handling 
very much. 

BuELL A. PATTERSON 
Communications Counselors, Inc. 


New York City 


83 Per Cent Tv 
The American Research Foundation 
advises that approximately 83 per cent 
of area homes now contain television 
receivers. This substantial penetration, 
coupled with the fact that the replace- 
ment market is assuming increasing 
importance with the passage of time 
(Continued on page 21) 
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the leader in 
the nation 
for 30 
years... 
the leader in 
WESTERN 
VIRGINIA 


for 4 years 


NBC AFFILIATE 
CHANNEL 10 
316,000 WATTS 


WSLS-RADIO 
610 KC 
5,000 WATTS 


ROANOKE, VIRGINIA 


there’s more 
to see 
on 





NO BETTER CHOICE 
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THE NATIONAL GALLERY: 


one of a series of paintings 

of Washington by William Walton 

commissioned by WTOP Television 

at Broadcast House, Washington, D. C. 

Operated by The Washington Post Broadcast Division 


Represented by CBS Television Spot Sales 














THE NATIONAL GALLERY 
by William Walton. 

Eighth of a series of paintings of Washington 
commissioned by WTOP Television 

at Broadcast House, Washington, D. C. 

Operated by The Washington Post Broadcast Division 


Reprints of this series available on request. 
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Letters 


dictates the discontinuance of our reg- 
ular monthly black and white set sur- 
vey. Accordingly, our future distribu- 


‘(Continued jrom page 17) 


tor surveys will cover color sets only. 
R. W. WELpott 

General Manager 

wRcB Schenectady 


Co-op List 

Your November 5th issue of TELE- 
VISION AGE published a list of 200 na- 
tional advertisers who have appropri- 
ated co-op money for dealer tie-ins. 
This is great stuff. 

It has been the experience of our 
television sales staff that dealers are 
often unaware of the possibilities of 
co-op money, and so many instances 
pop up when neither the dealer nor the 
salesman knows just who makes co-op 
funds available. 

To have this information before call- 
ing on an account will help in getting 
there “fustest with the mostest.” So— 
please send four copies. . . . 

Joun Zee MILLER 
Promotion Director 
KROC-TV Rochester, Minn. 


. . . please send me three additional 
copies of the “co-op money” list con- 
tained in your November 5th issue. 

JosepH E. LAKE 
Commercial Manager 
wrmMy-Tv Greensboro 


Would appreciate receiving from 
you a half dozen additional copies of 
the list of national advertisers who will 
co-op with dealers in advertising. 

ArT RICHARDES 
Local Sales Manager 
wsBT-Tv South Bend 


Please send us six reprints of the 
article, “Co-op and Tv.” We would like 
to have them for the use of our sales 
staff. 

VERNON GIELOW 
Assistant Station Manager 
KQTV Fort Dodge 


Please send four extra copies of 
your November 5th issue containing 
the list of 200 national advertisers who 
have appropriated co-op money for 
dealer tie-in advertising. | am sure we 
will find the list most helpful in land- 


ing business we would not otherwise 

get. Thank you for publishing this im- 
portant sales tool. 

Keita M. ANDREWS 

Promotion Manager 

wtvP Decatur, Ill. 


Why don’t you send me the list of 
those co-op advertisers who use dealer 
tie-ins? 

C. Epwarp LIitt.e 
General Manager 
witv Miami 


The November 5th issue of TELEVI- 
SION AGE, carrying the list of national 


advertisers who have appropriated co 
op money for dealer tie-ins, is certainly 
an excellent and valuable sales aid. Our 
sales manager and sales staff find it 
such an excellent source of information 
that we would appreciate very much if 
you could send us three extra copies. 


M. Date Larsen 

Promotion Director 

KTVH Wichita 

We would appreciate very much 
your list of national advertisers who 
have appropriated co-op money. . . . 


(Continued on page 83) 








Salute 





WAVE 


and 


WAVE-TV 





On 30 years of service 
to the public 


May this record be a continuing means 
of preserving freedom of the air-waves. 


WAVE 970 KC WAVE-TV CHANNEL 3 


LOUISVILLE, KY. 
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“ALL-IN-ONE” 
PROCESSING 
AMPLIFIER 


SPACE SAVING 
EQUIPMENT 





RCA LIVE COLOR CAMERA 


All-electronic unit provides identical control 
equipment for both liveand film camera chains. 


Only 100 inches of rack space required for 
all equipments necessary to operate camera 
chain. With monitors and processing ampli- 
fier at the console, only 34 of a rack needed 
for efficient complete installation. 


NEW 
POWER 
SUPPLY 


CENTRALIZED 
CONTROLS 


Occupies only 4 space of former d-c power 
supplies . . . high efficiency plus high out- 
put... 1500 ma. 


Minimize setup time... only two controls 
in “on-air” operation. In addition, over-all 
stability, peak camera performance and pic- 
ture quality are assured. 
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means business! 


STATIONS NOW USING LIVE COLOR 








TO BUILD HIGH SPONSOR INTEREST 


Equipped with RCA Live Color Camera Equipment, alert station managements are trail-blazing 
along the new frontiers of television... adding brilliant dimensions to programming tech- 
niques, transforming commercial products into thrilling reality. These progressive television 
stations are using local color originations to build prestige and stimulate sponsor interest. 






LIVE COLOR STATIONS 












KHQ, Spokane WBAL, Baltimore WJAC, Johnstown 









KJEO, Fresno WBEN, Buffalo WKY, Okla. City 
KMTV, Omaha WBTV, Charlotte WNBQ, Chicago 
KOMO, Seattle WCBS, New York = WOAI, San Antonio 





KRCA, Los Angeles WCCO, Minneapolis WRCA, New York 
KRON, San Francisco WDSU, New Orleans WSAZ, Huntington 
 KTLA, Los Angeles WFBM, Indianapolis WTMJ, Milwaukee 
"\WBAP, Fort Worth — WGN, Chicago W1VJ, Miami 
| \__WFIL, Philadelphia __WRCV, Philadelphia 






















Local studio originations, and live commercials in color are making sponsors sit up and take 
notice. Your station can spark the same type of advertiser interest in production of live color 
with RCA’s color camera equipment! For complete technical information call your RCA 
Broadcast Sales Representative. In Canada write RCA VICTOR Company Limited, Montreal. 


RCA PIONEERED AND DEVELOPED COMPATIBLE COLOR TELEVISION 


RADIO CORPORATION of AMERICA 


* BROADCAST AND TELEVISION EQUIPMENT CAMDEN, N. J. 





we 


all the way 


We at WROC-TV are proud of our seven-year 
association with NBC. Since its inception in 
1949 as WHAM-TV we have been an NBC basic 
affiliate. 

Now, we are doubly proud that our audience has 
grown until it serves 365,000 viewing homes in 
Western New York. 


Through its former radio affiliate WROC-TV) ~ 
management now marks 29 years of association © © 
with NBC. 


MAXIMUM POWER ASSURES ROCHESTER'S 
MOST POWERFUL STATION OF UNDUPLIC- 
ATED COVERAGE OF NEARLY 100,000 HOMES 
NOT REACHED BY ANY OTHER ROCHESTER 
STATION. 


Rochester’s FIRST Station 


A TRANSCONTINENT TELEVISION CORPORATION STATION 
Rochester Radio City + Rochester 3,N.Y. + BUtler 8-8400 
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Spot Billings Up Again 

Although TvB quarterly figures show national spot bill- 
ings for the months of July, August and September dropped 
to $84 million after topping $106 million the previous 
three months, they fail to show that the crisis is over— 
that spot billings were zooming upward as the quarter 
closed. Business Barometer, which compares billings each 
month with those the month before, shows that September 
spot business gained more than in 1955 when September 
spot was 16 per cent ahead of August. If this pace con- 
tinues in the last quarter of the year national spot for 
October, November and December will be considerably 
ahead of the $104 million it totalled during the same 
months in 1955. A full report on September spot will 
be included in the December 17th Business Barometer 
report in TV AGE. 


Whirlpool-Seeger Co-op User 

Indicating the interest some manufacturers have in 
getting their dealers to use the co-op advertising pri- 
vileges open to them is a statement by Whirlpool-Seeger 
Corp., of St. Joseph, Mich. Referring to the TV AGE 
lead story of November 5th, which listed 200 co-op tv 
advertisers, Dick Sierk, merchandising manager for adver- 
tising, says we want to “stand up and be counted.” “Whirl- 
pool-Seeger Corp., which manufactures and sells RCA 
Whirlpool Appliances, carries on an extensive tv program 


in cooperation with distributors and dealers,” continues 
Mr. Sierk. 


Carling’s Sponsors Hockey 

Carling’s Beer & Ale has signed as the first sponsor of 
the 10 hockey games that CBS-TV is telecasting beginning 
January 5. Red Cap Ale is handled by Benton & Bowles, 
Inc., New York, while Black Label Beer is serviced by 
Lang, Fisher & Stashower, Inc., Cleveland. 


TvB Spot Index Accepted 

Effectiveness of the Television Bureau of Advertising 
method of gauging spot activity through the listings of 
the N. C. Rorabaugh Co. seems proven by the general 
acceptance these quarterly reports have achieved. Now 
in operation more than a year, the agreement between 
TvB and Rorabaugh was recently renewed for another five 
years. Currently the Rorabaugh reports are based on the 
activity of nearly 300 tv stations. 


Mark Hellinger to a Network? 

A few years ago one of the networks was interested 
in buying or leasing the Mark Hellinger Theatre in 
Manhattan. But the owner, Anthony Brady Farrell, was 
not then tempted by any of the offers. However, the house, 
where the stage hit My Fair Lady is presently playing, is 
now definitely up for sale. It is quite possible that the net- 
work will renew its interest in the property. 


General Cigar Active 

In addition to the current changes it is making for its 
White Owl commercials, featuring a parody on the title 
song of the Broadway hit, The Most Happy Fella, General 
Cigar Co. is also planning new activity in its markets. This 
should happen around the first of the year. Young & 
Rubicam, Inc., N. Y. is the agency, Joe Lincoln the 
timebuyer. 


P&G Buys Spic & Span Spots 

Procter & Gamble, through Young & Rubicam, Inc.. 
N. Y., has been making some spot buys to fill out its 
network coverage for Spic & Span. Incidentally, William 
“Mac’, Walker, media buyer on the P & G account, has 
been moved up into the account group. Charles Buccieri 
is now the buyer on Spic & Span, Tom Viscardi handles 


Cheer. 


Warner-Lambert May Be Top Tenner 

Warner-Lambert Pharmaceutical Co. will acquire all of 
the stock of Nepera Chemical Co. as soon as the stock- 
holders of the latter company authorize the transaction 
as they are expected to do Dec. 12. Nepera is the parent 
company of Anahist, makers of Anahist and Super Anahist, 
whose heavy first- and fourth-quarter spot expenditure 
hits over the $2 million mark. This means that Warner- 


Lambert, whose $3-million year-around spot expenditure 


placed it in 20th position among the top spot spenders 
(see Newsfront, Nov. 19, 1956), should come into the 
top ten for the coming four quarters. 


RKO Teleradio Features Delayed 

The reports that RKO Teleradio Pictures is already 
underway in producing 90-minute feature films for ty 
are somewhat premature. Still to be worked out before the 
company can begin making these films are arrangements 
with the talent guilds and unions. 


Lower Line Charges Possible 

Frederick R. Kappel, president of A.T.&T., made a 
few predictions in a recent speech in Chicago that suggest 
the possibility of lower line charges for tv transmission 
in the future. Mr. Kappel indicated that Bell Laboratory 
has been working for 25 years on ways to transmit via 
Wave Guides, which are hollow copper tubes. When two 
Wave Guides are paired, Mr. Kappel believes, it might 
be possible to transmit information at a speed of 60 
thousand million or even 70 thousand million times a 
second. This means there is a potential for 400,000 tele- 
phone conversations or 400 television pictures at one 
time. It is believed that this ability for “mass use” of 
one telephone line would result in lower charges for 
each user. 
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Business barometer 


Local television billings showed a substantial gain in September over those in 


August, according to the exclusive ELEVISION AGE Business Barometer 
report. 








The index showed that local business totals in September were 5.1 per cent 
ahead of those a month earlier. 





Local billings were up in August 3.9 per cent over July. They had dropped in 
July 5.8 per cent and in June 9.1 per cent. These declines came after 
gains of 2 per cent in February, 10.2 per cent in March, 0.9 per cent 
in April and 6 per cent in May. 


Last_year September showed a gain in local billings of 9.9 per cent after 
losses in June, July and August. The changes from February on were: 
February, up 1.7 per cent; March, plus 15.9 per cent; April, gain of 
1.7 per cent; May, higher by 2.9 per 
cent; June, off 6.4 per cent; July, down . 
2.8 per cent, and August, lower by 1.9 LOCAL BUSINESS 
per cent. April May June su 4 








Altogether gains made this year in local billings - 
were Slightly less than they were last. 6s 
Using the rule-of-thumb method of ov 
comparison afforded by adding the gains 95 
and losses from February through | 1956 50 
September; 1955 showed a gain of 21 per 
cent in local billings, while 1956 was 
up 15.2 per cent. ” 





This, of course, is not an infallible comparison, — 50) 


and it must be remembered that 1956 ) 
billings began on a much higher base 20 
than those in 1955. Since the Business 15 
Barometer compares each month with the 
previous month, this is important. 














1954 a 





By station classification the study of September 
local billings shows that the smallest 
Stations (those with total annual billings 
under $500,000) improved their totals in 
this department in September, but did not come up to the national 
average of 5.1 per cent. 











Next larger stations, those with billings between $500,000 and $1 million, 
were under the average even more than the smallest stations. 





Stations with billings between $1 and $2 million gained almost exactly the 
average percentage in local billings. 





Bigger stations, those with billings between $2 and $3.5 million, were over 
the national average gain in September. 





And largest outlets, those with billings above $3.5 million, were also over the 
national average for the most part. A few individual stations, of 
course, did not follow this general trend. 








The Business Barometer report for spot billings for September will appear in 
the December 17th issue of TV AGE. 





The copyrighted reports are prepared from percentages which are furnished to 
the editors of the magazine by Dun & Bradstreet. That firm prepares 
these percentages from figures sent to them by television stations 
in all sizes and types of markets in every part of the country. 
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It Takes the 





For maximum impact in central and western Pennsylvania 
the right two are WFBG-TV, Altoona, in combination with 
Pittsburgh. 76,701 more TV homes than any other station 
combination in the area. Less waste, less duplication, more 
mileage fer your TV dollar. For proof, ask your Blair-TV man 
to show you the ARB, March 1956 Coverage Study—the most A_TRIANGLE 5 ‘ON 
thorough coverage study ever made in the industry. 


ONLY BASIC CBS-TV STATION SERVING THE AREA 6A WF BG-TV 


ALTOONA, PENNSYLVANIA 


© Channel 10 
ABC-TV * NBC-TV 


Represented by BLAIR-TV 






eperated by: Radio and Television Div. / Triangle Publications, inc. / 46th & Market Sts., Philadeiphia 39, Pa, 
WFIL-AM+FM-TYV, Philadeiphia, Pa. / WNBF-AM-+FM>TV, Binghamton, N. Y. 
WHGB-AM, Harrisburg, Pa. / WFBG-AM ° TV, Altoona, Pa. / WNHC-AM « FM « TV, New Haven, Conn. 
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ucwvrmeme Newstfront 


Daytime viewing up 21 per cent . . . page 29 
Promotion men drive for members . . page 84 
Ratings are not enough ..... . page 85 


DAYTIME GROWTH. Daytime view- 
ing of network television programs has 
increased 2] per cent per average pro- 
gram in the past year. 

During the first nine months of 1955 
the average weekday daytime network 
program delivered 2,184,000 homes 
for the sponsor of the program. In the 
same period this year these advertisers 
reached 2,650,000 homes. 

Weekend daytime-program audiences 
for the nine months increased from 
3,252,000 homes last year to 4,021,000 
this year, a gain of 24 per cent. 

The nighttime-program audience is 
also growing. During the same period 
the nighttime audience went up from 
5,747,000 homes last year to 6,757,000 
in 1956, an increase of 18 per cent. 

This emphasis on the growth of day- 
time audience was an important part 
of the TvB’s newest presentation, titled 
“Beyond the Motion Barrier,” which 
was first seen by an audience of agency 
and advertiser executives and TvB 
members during the annual board and 
membership meetings. 

In the course of a week, it was 
further pointed out, on the basis of 
special Nielsen surveys, 36.5 per cent 


r 


Officers were reelected; left to right, Lawrence H. (Bud) Rogers, treasurer; 


of all television homes regularly view 
before 9 a.m., 58.9 per cent between 3 
and 6 p.m. (See “Brighter Day” report 
on daytime tv, Tv AGE, Nov. 19.) 

In the evening hours all tv homes in 
the course of the week divide their 
viewing into 95.7 per cent between 6 
and 9 p.m. and 94.6 per cent between 
9 p.m. and midnight. 

While pointing out that nearly all 
television homes turn on their sets at 
night, the TvB figures prove that more 
than six of every 10 watch during the 
morning and eight to 10 during the 
afternoon. 


BONUS AUDIENCE. The hidden 
bonus of daytime television, Norman 
E. (Pete) Cash, TvB president, and 
Gene Accas, director of operations, 
pointed out, is that while 36.5 per cent 
of all tv homes view before 9 a.m.. 
53.6 per cent of all tv homes with a 
housewife under 35 years of age regu- 
larly view before 9, and 75 per cent 
of these youngest-housewife homes 
regularly view between 9 a.m. and 
noon. 

This is a bonus audience of 47 and 
27 per cent, respectively, if an adver- 




















Norman E. Cash, TvB president; W. D. (Dub) Rogers Jr., chairman, and Roger 


Clipp, secretary. 





GENE ACCAS 

. elevated to vice presidency 
tiser is aiming at the big-buying 
younger families. This bonus exists in 
varying degrees for the majority of 
the day’s time periods. When it is re- 
lated to the costs of television time, 
the difference between evening and 
daytime emphasizes the efficiency op- 
portunities of the sun-up to sundown 
time segment. 

On a competitive basis TvB released 
results of a Pulse study showing the 
relationship of television and the mar- 
kets for various products. The study 
was made of 3,000 homes in the first 
week of September, just after Labor 
Day. 

It was shown that in the course of a 
single day 107 million people read 
newspapers and 120 million view tele- 
vision. Taking in all homes in the 
country, those without tv as well as 
those with, it was shown that the aver- 
age person spends 34 minutes a day 
with newspapers and one hour and 45 
minutes a day with tv. 

Taking the daily time spent with tv 
and newspapers shows the share of 
attention each medium enjoys. Among 
all people, those without sets as well 
as those with, 75 per cent of the total 
time spent with both media is spent 
with tv and 25 per cent with news- 
papers. 

On an age basis the important 12- 
to-17 teenage market shows a tv share 
ef the total two-media time is 85.7 


(Continued on page 84) 
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KGO-TYV is the SAN FRANCISCO BAY AREA 
KEOLTY | consistently recaguiced far the ontstaniing calibe; 


winner of awards af ercellence ia educational 


ite programming 
programs. for the “Sacees Ntarg” series... fice arards ta its 
nightly lire caricty show “San Fraavieco Tonight the MeCaliz 


fiokden Mike Award for service te gouth an ~ Hi Time aud for 


religions programming, “Our Catholic Heritage 





fe all a demunstrated station pepularity presenting « bread bax 


af program iatercet aad service te the Bay Area commanity 


7 aeerw naec Ty 
wase.ty wars wavnty 
~ Amcranm GQrendcmbar Company 








INDIVIDUAL, 





From, ita grent inland waterfront to 

the lawned streets of ite wealthy aaburbs, 

Detroit is a city of contrasts und complenties. 
Constantly absorbing the foreign-bora anc 

the American migrant, Detreit produces 4 television audiences 
of broadly diversified tastes—an audience that the 
diversfed programming of WXY2Z-TY continues 

te please, to interont and to hold. 


As an entertainment and aales-producing medium, 
WXYZ-TY & Detoit in every way! 
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L.YET INSEPARABLE 
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KABC-TV if 


: IS LOS ANGELES 
WBKB 


IS Every month America’s number one retail 
: market continues to magnify in size and importance. 
C H ] ( ; A 1 O ... And like the mighty city that it serves, 
Leads Seen Rtn non eee 5 KABC-TY grows in stature and rated position { 


ere 


Keeping pace with the ABC network, KABC-TV is **the 






WABC-TV sation ith Wein ity of destin 
IS 
NEW YORK 


More and more, WABC-TV is 





“{ NOTEMERER ATCHT IN «€ 
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reflecting New Yorkers habits 


and needs. It is an integral part 





of a compler living pattern 
that encompasses cliffduellers 


and suburbanites. 


Paced at a level that reflects 
the potent ascendancy of 
the network, WABC-TV is an 


entertainment and sales- 





producing medium that truly 
is New York in every way. 

? ” 
wast Ty, . wens. * WKYZ TY, © 
manc.t¥, Keo-ty, 


American Grosécasting Company 





In New York, Chicago, Los Angeles, San Francisco and 
Detroit, ABC ownership and operation means 
dedicated service to both advertiser and community. 


Combining local tastes with increasingly popular 
ABC Television Network shows, each operation 
strives to reflect its market in every way. 


Thus, the credo for Channel 7 in these key markets 
of our country means business and entertainment 
Jor the communities which they serve. eetevieion network 











, 1926-1956 | 
KSD 
KS D-TV salute the : 


NATIONAL BROADCASTING COMPANY 


on its 


THIRTIETH ANNIVERSARY 





As one of NBC's original affiliates, KSD takes particular 
pleasure in joining with the entire industry in saluting the 


National Broadcasting Company. 


We're proud of the part we played in the growth of NBC. 





For three decades, we have built a large, loyal audience 


for NBC programs throughout the St. Louis area 


Our association with NBC through 30 memorable years in 
radio and almost 10 years in television has been such as 
to make us look forward, with pleasant anticipation, to a 


continuation of that relationship for many years to come. 





MAXIMUM 
— ON Ap POWER 
. ’ channel 
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Milestone for 


NBC’s 30 years 


ineteen Hundred and Twenty-six—the year of 

America’s sesquicentennial—was a twelve- 
month of spectacularity. It was a year which saw 
the conquest of the English Channel by Gertrude 
Ederle, of the North Pole by Adm. Byrd and of 
Jack Dempsey by Gene Tunney. 

It was also the year when 2,000 violators of 
the Volstead Act died of liquor poisoning, Aimee 
Semple McPherson disappeared into the Pacific 
Ocean to prove something or other, Gen. Billy 
Mitchell was court-martialed, Clara Bow became 
the “It Girl” and Ramon Novarro beat Francis 
X. Bushman in a chariot race for Metro Pictures. 

And it was the year in which the National 
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a network 


span electronic growth 


from the early days of radio 


to the miracle of color tv 


Broadcasting Co., proposed as a service of the 
Radio Corp. of America by David Sarnoff, then 
vice president and general manager of RCA and 
now its board chairman, came into being as the 
first radio network in the United States. 

The formation of NBC, following RCA’s pur- 
chase of weaF New York from the American 
Telephone & Telegraph Co. for $1 million, took 
place on Sept. 9. Nine weeks later it began 
operating as a network of 21] stations. 

On the next ten pages TELEVISION AGE presents 
the highlights of NBC’s three decades of develop- 
ment into the vast organization that today em- 
braces 188 radio and 207 television stations. 
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1926. Control of wear, whose studios and transmitter were located at the 
imerican Telephone & Telegraph Building on lower Broadway, wus assumed by 
RCA on Nov. 15. And at 8 p.m. that evening engineers in the station's main 


Sew 


control room picked up the inaugural NBC program—/jour hours of classical and 
popular music by top orchestras and singers of the day—from the Grand Ballroom 
of the old Waldorf-Astoria Hotel in New York and sent it out over a hook-up 
of the chain’s 21 charter affiliates, plus four specially added outlets. Network 


radio broadcasting—the most immediate and intimate means of mass communi 


\ 


cation known to mankind—had begun. 


uu 


1928. Sound effects had their trail-blazing days, too. And yet. 
while a group of thespians at wey Schenectady struggled heroicall) 
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but somewhat primitively with an early radio soap-opera, NBC 
applied for and received, on April 4, its first television-station con- 
struction permit. More realistically, the network inaugurated, two 





days before Christmas, a coast-to-coast chain of 58 radio stations on 
a permanent basis. 
































1927. The two key stations in the first NBC network 1927. With some 5 million American homes radio-equipped, 1927. When the first hand 


were WEAF and wjz, New York, which RCA had bought NBC network programming began to achieve stature. The mike looked like an old-time 
irom Westinghouse four years before, in an era when Cities Service program started on Feb. 18 as the first of a long telephone with hook and re- 
microphone stands apparently came gift-wrapped. On line of top NBC musical stanzas, subsequently made singer ceiver missing, sponsorship be- 
Jan. 1—the same New Year's Day on which the first Jessica Dragonette a household name and continued on NBC gan to rear its profitable head 
coast-to-coast broadcast in radio history emanated from radio, in later years as Band of America, jor just short of on NBC's twin networks. Their 
the Rose Bowl in Pasadena—wear and wiz became the three ini] decades. first dozen months were brack 
respective flagships of two separate network;, NBC eted on one end by General 
Red and NBC Blue. Foods’ debut as a broadcast 


advertiser and on the other by 


General Motors initial radio 


series 








1928. The first regular weekly religious program 





on NBC was National Radio Pulpit, to be followed 1928. NBC's inaugural broadcast had featured a symphony orchestra, opera stars and concert 
two years hence by The Catholic Hour and, still artists—a promise of things to come. An with the month-and-a-half-apart premieres of the NB 
later, by the Jewish program, Eternal Light. Un- Music Appreciation Hour and Voice of Firestone, that promise of fine radio music began its 
questionably the most prominent pioneer of reli- fulfillment. For 15 years the former, under the direction of the late Dr. Walter Damrosch, was 
gion-on-radio was the late Brooklyn, N. Y., clergy- a cornerstone of musical activity on NBC; for an even greater span the latter presented con 
man, Dr. S. Parks Cadman. ductors and guest soloists of the calibre of Aljred Wallenstein and Richard Crooks. 
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1928. Of a lighter musical nature were the outstandingly popular NBC series 
which starred Harry Reser, his banjo and his Cliquot Club Eskimos—and Vaughn 
De Leath, the greatest singing star of radio’s early days. There were other NBC 
giants of that epoch, too—the Happiness Boys (Billy Jones and Ernie Hare), Harry 
Horlick’s A & P Gypsies, the Atwater Kent Hour, Sam Lanin’s Ipana Troubadours, 
Roxy (S. L. Rothafel) and his Gang, B. A. Rolfe’s Lucky Strike Dance Orchestra 
and the Happy Wonder Bakers. 
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1932. Ed Wynn, “The Perfect Fool” of the Broadway musical stage, made 
his radio debut on April 26 as the Texaco Fire Chief in an hour-long weekly 
comedy show that burst forth from the New Amsterdam Theatre Roof into 
one of NBC’s highest-rated programs to date. And three days after the Wynn 
launching, the network’s programming department hit the jackpot again when 
One Man’s Family started an almost-quarter-century career—the longest run 
of any of the daytime serials which have constituted an integral part of 
American radio lore. 
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1929. Ten weeks and two days before “Coolidge prosperity” 
suddenly collapsed in the worst stock-market crash since 1869's 
“Black Friday,” two men named Freeman Gosden and Charles 
Correll started a comedy series over NBC. Aug. 19 was the date, 
and through the long years of depression and recovery one of the 
few things Americans were able to laugh at consistently was 
Amos ’n’ Andy, probably the most popular radio program of all 
time. 


1932. In June of 1930 plans had been announced for a $250-million 
Radio City to be built in midtown Manhattan by John D. Rockefeller 
interests and to become the home of NBC. Design work commenced late 
the same year, and the first NBC origination from the completed project 
took place on Nov. 11, 1933. Pride of the new NBC facilities was the 
now-famed Studio 8-H, into whose construction during 1932 went the 
latest of pre-tested sound-isolation and acoustical materials and features. 




















1929. Within three months after Amos, Andy, the Kingfish & Co. hit the air waves, two 
other programs that were to become NBC milestones appeared on the network—The 
Fleischmann Hour with Rudy Vallee, which started Sept. 5, and Gertrude Berg’s Rise of 
the Goldbergs, premiering Nov. 20, a few days after the NBC chimes were used for the 
first time as network. identification. There was another notable “first” this year, too: the 
initial short-wave broadcast from England, relayed over the NBC network on Feb. 1 and 
offering a symphony concert from Queen’s Hall, London. 


wm 


~ 


1930. Only a year and a half later, with radio still in these 
“first” stages, NBC made its initial experimental television 
broadcast on July 7 and opened pioneer tv station w2xBs in 
New York 23 days later. Felix the Cat was used for scanning 
purposes. In 1931, on Oct. 30, w2xes began 120-line tele 
casting from a new transmitter atop the then also-neu 
Empire State Building. 


1932. Eddie Cantor had, in 1931, been in the vanguard of the musical-comedy stars and vaudeville headliners who flocked into radio during the Thirties 
and lit it up with an iridescent comedic brilliance that lifted the medium to its highest peak of entertainment. Jack Benny and his wife, Mary Livingston, 
embarked on their first NBC series in the spring of 1932. Jack Pearl as Baron Munchausen followed that autumn and gave the nation a new catchphrase 
with his “Vas you dere, Sharlie?” rejoinder to straight-man Cliff Hall. Fibber McGee and Molly, more legitimately known as Jim and Marian Jordan 
set up housekeeping at NBC and Wistful Vista. Bob Hope and Jerry Colonna, Major Bowes, Edgar Bergen and Charlie McCarthy, Fred Allen, Joe Penner 

whose “Wanna buy a duck?” became another inescapable phrase of the day—all wore the NBC colors in radio’s comedy sweepstakes two decades ago. 
And no history of that era of broadcasting can be complete without the inclusion of such other NBC-showcased luminaries as Bing Crosby and Bob Burns 


(plus bazooka) on Kraft Music Hall, Groucho Marx and Fannie Brice as Baby Snooks. 






























1933. The first mobile radio unit sent out by NBC to cover an important news event 
reported developments in the trial of Bruno Richard Hauptmann for the kidnapping of 
the Lindbergh baby. Ed Wilbur and A. A. Brown, still engineers with the network, manned 
the equipment in a local-color broadcast from Gebhart’s restaurant in the little New Jersey 
town of Flemington, scene of the trial. The same year NBC short-wave equipment installed 
along the Jersey shore scored another news beat by carrying the first stary of the dirigible 
Akron disaster. 





1939. NBC's final series of experimental tele- 


1937. Only four years separated the debuts of NBC's 
mobile radio unit and its television counterpart. The latter 
appeared on New York’s streets on Dec. 12, and one of the 
first man-in-the-street interviews to be televised was con- 
ducted by Warren Wade in Rockefeller Plaza. The previous 
year had seen the first coaxial cable between NBC's Radio 
City studios and its Empire State transmitter, followed 
shortly by tests between a regular transmitting station and 
a number of experimental receivers in homes. 


casting before the public launching of video in- 1939. Typical of the on-the-spot news reporting which NBC had featured on radio since the 
cluded, among many other things, the development Hauptmann trial and soon, with the advent of tv, was to repeat in that medium was James Bowen’s 
of special-effects and titling machines and a first sole eye-witness account of the scuttling of the German pocket battleship Graf Spee off the coast 
demonstration of the modern electronic miracle at of Uruguay on Dec. 17 of the first year of World War Il. In the same dramatic vein was Graham 
Washington, D. C., for members of the govern- VacNamee’s word-picture of the burning of the Normandie at its New York pier three years later 


ment. on Feb. 9. 
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1937. This was the year that NBC set a cul- 
tural precedent among American broadcasting 
companies by creating and maintaining its own 
full-scale symphony orchestra, with the eminent 
Arturo Toscanini as director. The weekly series 
of concerts it presented was terminated only by 
the retirement of the maestro in 1955. 


it is bound to affect all society.” 








1939. April 30 was The Day—Tv Day. NBC inaugurated fast over NBC, among them the first fashion show and the first major-league baseball] 
television as a regular public service with a telecast of game (Brooklyn vs. Cincinnati at Ebbets Field) to be viewed on a home screen. The 
President Roosevelt formally opening the New York World's initial studio program over w2xss in regular service was telecast on May 3, with Free 
Fair of 1939, and with Brig. Gen. David Sarnoff, then presi- Waring and his Pennsylvanians, composer Richard Rodgers, singer Marcy Westcott and « 
dent of RCA, proclaiming the official birth of a new industry Walt Disney Donald Duck cartoon. On June 20 a 10-hour weekly programming schedule 
and “. . . @ new art so important in its implications that was instituted, with Gilbert and Sullivan’s Pirates of Penzance as the first full-hour tr 
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1938. June of this year brought two more NBC exclusives, one television, the other radio, withi 
15 days of each other. They were the first televised scenes from a Broadway play—Susan and God 
starring Gertrude Lawrence and Paul McGrath—and the broadcasting of the second Louis-Schmel- 
ing heavyweight championship fight, which was given the most extensive coverage of any major 
sporting event in radio history up to that time and carried exclusively over NBC’s network of 146 
stations and via five U. S. short-wave transmitters to virtually every part of the world. Five separate 
sets of announcers at ringside described the bout in as many languages 


1939. With television officially launched, the “firsts” in the new medium came thick ane 


production ever staged. 














December 3, 1956, Television Age 39 








1940. The coaxial cable was used for the first time 
in tv program service by NBC in televising the 
Republican National Convention at Philadelphia in 
June. With Chicago beyond the pale of the cable 
at this time, however, NBC did the next best thing 
on behalf of the Democratic powwow in the Wind) 
City the following month by flying films of the 
proceedings to New York for telecasting over w2xrs. 





—® 


1948. 


| ss ‘ 
| 1947. This year saw the opening of 
| NBC’s second o. & o. tv station, WNBW 


&x quisite Frotwear 


1941. On May 2 the Federal Communica- 
tions Commission authorized commercial 
television, effective July 1, and on that day 
tv station WNBT, which as w2xps had 
cradled American television broadcasting. 
went on the air for the first time as a com- 
mercial station, with four sponsored pro- 
grams on the initial day, among them one 
advertising Andrew Geller shoes. 


VBC kept up its appeal w the short 
pants-and-pigtail set with the debut of Kukla, 
Fran and Ollie on Jan. 12, and then, on June 8, 


ANDREW GELLER: 


Washington, and the first telecasts from 
linside Congress and the White House, 
which probably fascinated moppet view- 
, ers not at all—and the start of Bob 
Smith’s Howdy Doody, which, as the 
first great children’s tv show, most 
certainly did. 












there came along an hour musical-variety extrava- 
ganza, called Texaco Star Theatre, which starred 
a gentleman with so unshakable a fascination for 
viewers of all ages that for the next six years 
VBC literally owned Tuesday nights between 
8 and 9 p.m. The gentleman’s name, it seems 
hardly necessary to add, was Milton Berle. 


1941. One of the first sponsors to use weather- 
casts on tv was Botany ties, starting in October. 
WNBT, which carried them, now had a staff of 
80 people and was programming 65 hours a 
month for the benefit of approximately 5,000 
tv homes in the New York metropolitan area. 


1948. Uncle Miltie was not the only big thing in 
VBC’s life during this year. The mounting tempo of 
its tv operations was sharply accelerated by the co- 
axial cable. The network opened two new o. & o. 
tv stations—WwNBQ Chicago and wnBk Cleveland. The 
number of affiliated outlets grew to 25. Revenue 
from sponsored programs was 1,000 times greater 
than during the previous year. And for the Presi- 
dential election in November NBC utilized an un- 
precedented amount of time, facilities and man- 
power in a 15-hour coverage of the returns. 














1941. After all its years in radio, it followed that 
Procter & Gamble would be among the earliest adver- 
tisers to use tv, and for its first plunge into the medium 
Kenneth Roberts handled the commercials for Ivory 
Soap. And even as commercial video was getting under 
way, NBC was already experimenting successfully with 
color television, transmitted from the Empire State 
Building on Feb. 20, and with the first projection-type 
color-tv receiver. 


1950. When Sid Caesar and Imogene Coca catapulted 
into the homes and affections of tv dialers for the first 
time on Feb. 25 in the original Saturday Night Revue 
over NBC, 30 more stations had joined the network, bring- 
ing the total to 55. And as an increasingly large number 
of big advertisers gravitated toward the visual medium. 
VBC’s time sales jumped 226 per cent in one year—from 
$6.5 million in 1949 to over $21 million in 1950. 


. 


1947. With U. S. entry into World War II, all television activity had been curtailed, excep 
for its use in aiding the war effort. But with the end of hostilities, NBC vigorously resumee 
video operations. Technical improvements worked on during the war years were shown for th 
first time; 1946 marked the entrance of more and more major advertisers into the medium, anc 
on May 7 of the following year, with Ed Herlihy doing the original commercials, Kraft Tele 
vision Theatre embarked on a distinguished NBC career as one of tv’s outstanding dramatic 


programs. 


1951. With an ever-growing ease of mobility 
due to new technical advances, NBC camera 
crews were bringing public-service and news 
events, such as important sessions of the 
United Nations General Assembly, to a net- 
work that now consisted of 63 stations, 48 of 
them served by the coaxial cable, the remain- 
ing 15 by kinescope recordings. 





1952. On Jan. 3 a brand new ap 
proach to the cops-and-robbers them 
so popular in half-hour tv series wa 
unveiled over NBC in the clipped 
dialogue man hunting of Jack Web 
and Ben Alexander on Dragnet. A 
though the nation has since stoppe 
muttering “dum-dee-dum-dum,” Sgts 
Friday and Smith nevertheless remai 
a staple of NBC programming. 
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1952. On Christmas Day of 1931 NBC had 
pioneered in the air presentation of opera 
from the stage of New York’s Metropolitan 
Opera House. Seven years later the network 
commissioned Gian-Carlo Menotti to write an 
opera especially for radio. And a second 
NBC-commissioned opera by Menotti, Amah] 
and the Night Visitors, written especially for 
tv, has been a must-repeat every Yuletide 
since its premiere on Dec. 25, 1952. 


| 1955. Mary Martin as Peter Pan in NBC’s ambitious 


1953. The concept of rotating top-name stars each 
week in a series of variety shows had been evolved 
by NBC and put into practice via a pair of programs 
known as Comedy Hour and Four Star Revue. The 
appearances of Dean Martin and Jerry Lewis on the 
former highlighted a parade of alternating person- 
alities that included such leading comedic lights as 
Jimmy Durante, Eddie Cantor, Donald O'Connor and 
Bud Abbott and Lou Costello. 


1955. Two unique NBC format ideas of 
the past several years have both been 
helmed by Dave Garroway in the role of 


| color production of the Sir James M. Barrie fantasy 
| Played to the largest television audience to date 
|67 million people—on March 7 and received such 
widespread and glowing praise that a repeat per- 
formance was inevitable. The encore took place on 
\Jan. 9 of the next year, with close to 60 million 
viewers getting either their first or second look at 
jpis program milestone. 





host-emcee-commentator—Today, the early- 
morning potpourri of news, music, inter- 
views and gags which has been on NBC-T} 
since Jan. 14, 1952, and Wide Wide World, 
which on Oct. 16 of 1955 started spending 
90 minutes on periodic Sunday afternoons 
roaming the country via live remote pick 
ups—with one side excursion to Cuba. 


1953. Color television, en which RCA and 
NBC engineers had been laboring for more 
than a dozen years, blossomed forth pub- 
licly on Oct. 31, when NBC telecast Bizet’s 
opera Carmen as the first full-hour produc- 
tion in RCA’s compatible tint system. A 
few days later both live and filmed color 
shows were transmitted from NBC’s Colo 
nial Theatre studio in New York to Bur- 
bank, Calij., in the first transcontinental 


color-television demonstration. 


1956. Obviously, not everything could be, or 
has been, smooth sailing for broadcasting’s 
oldest network. For eight years the CBS-Ed 
Sullivan opposition Sunday evenings between 
8 and 9 has been a most distressing pain in the 
NBC programming neck. In its latest move to 
equalize things, NBC has now pinned its hopes 
on the vari-talented Steve Allen, whose long- 
time hosting of the across-the-board late-hour 
Tonight has given him a built-in following for 
the Sunday-night rating battle. 





1954. On Sept. 12 NBC produced the first 90-minute tele- 
vision musical comedy with original book, lyrics and music 
and starred Betty Hutton in it, along with a number of other 
people and some opulent settings. Unfortunately, Satins and 
Spurs, as the opus was called, proved to be a very tired affair 
in the eyes (and ears) of tv critics and viewers alike. But 
it did set a pattern for future programming and added a neu 
word to the lexicon of television—“spectaculars.” A much 
more gratifying NBC event of the year was the discovery of 
a scintillating new comedy talent—George Gobel. 


1956. The opening on Sept. 15 of the Ziegfeld Theatre in New York as 
NBC’s newest and most advanced studio for color telecasting—with Perr) 
Como’s return for the 1956-57 season given the premiere-program honors 

was celebrated in the lobby of the famed playhouse by Como and his 
cast as a symbol of the prime position color now occupies in the NBC 
scheme of things. One hundred and twenty-five hours of tinted programs 
are being carried by the network this fall, as compared to under 23 hours 
for the same period a year ago. And this is only the beginning, as NBC 


points its color cameras toward a truly rainbow-hued future. 
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Station Class A 
hourly rate 


Public Service Record 
of average tv stations 


by classification, 


first nine months, 1956 


Public-service 
report 


Stations have already 


UNDER $250 


Announcements 


& ID's 


first quarter 919 
second quarter 891 
third quarter 826 


total 2,636 





$251-$500 


911 
809 
1,117 


2,837 


lirst quarter 
second quarter 
third quarter 


total 





$501-$900 


first quarter 989 
second quarter 1,047 
third quarter 929 


total 2,965 








$901-$1500 


first quarter 1,089 
second quarter 1,064 
third quarter 1,575 


total 3,668 








$1501 UP 


1,337 
1,330 
1,998 


4,665 


first quarter 
second quarter 
third quarter 





total 





AVERAGE 
STATION 


given away as much time in 1956 


as they did in all of 1955 


he pace of public-service donations 

of time and talent by American 

television stations is accelerating, the 

third quarterly TELEVISION AGE survey 
indicates. 

Not only were donations of public 
service in the third quarter of 1956 
the highest yet reached in any three- 
month period, but the total donations 
by stations this year have surpassed in 
nine months the year’s total in 1955. 

Television’s biggest giveaway reached 
the record sum of $50 million in the 
months of July, August and Septem- 
ber of 1956. Totals for time and talent 
in the first quarter this year came to 
$45 million, and in the second quarter 
to $42 million. 

The value, then, of donations of sta- 
tion time given in the public interest, 
plus the value of time of station per- 


December 3, 1956, Television Age 


devoted to these programs, 
came to $136 million in the first nine 
months this year. In 1955 the total for 
the year was $133 million. 

After its earlier surveys, TELEVISION 
AGE had predicted donations by sta- 
tions to public service this year would 
be somewhere between $175 and $180 
million. On the basis of the latest re- 
ports, it seems that the magazine’s 
estimate may have been on the con- 
servative side by as much as $5 


sonnel 


million. 

The accompanying chart shows the 
records of tv stations by classification 
for each of the first three-quarters of 
the year and the totals for the nine 
months. 

Turning first to the average tele- 
vision station, the heavy use of an- 
nouncements and ID’s is immediately 


1,020 
963 
1,068 


total 3,051 


first quarter 
second quarter 
third quarter 


apparent. In the third quarter the aver- 
age station used 1,068 announcements 
and ID’s, as compared with 963 in the 
second quarter and 1,020 the first three 
months of the year. Addition of these 
1,068 announcements and ID’s brings 
the total for the year on the average 
station to 3,051. Value of these third- 
quarter announcements and ID’s was 
$73,568, as compared to $62,464 the 
first quarter and 45,425 the second. 
Total value, then, for the nine-month 
period came to $181,457. 

There was a drop in the number of 
programs on the average station, with 
the total coming to 176, as compared 
to 182 the second quarter and 180 the 
first. But this drop was not as great as 
was the drop in the number of hours 
occupied by these programs. This total 
came down from 102 in the second 






































Value announce- Hours Value Value time ; Total donated 
ments & ID’s Programs donated programs of personnel otal donated during 1955 
$29,749 125 56.5 $16,804 $2,049 $48,602 
18,188 125 80 12,134 1,229 31,554 
22,216 175 69 14,848 1,851 38,915 
70,153 425 205.5 43,786 5.129 119,071 $119,291 
35,612 179 71.6 19,205 4,600 60,417 
31,471 155 61 16,223 3,643 51,337 
37,205 120 46 12,144 3,025 52,374 
104,288 154 178.6 47,572 11,268 164,128 191,981 
58,089 185 75.5 25,310 4,189 87,588 
70,966 244 86 31,291 3,315 105,572 
62,556 231 68 34,894 7,797 105,247 
191,611 660 229.5 91,495 15,301 298,407 272,019 
75,849 304 93.2 52,233 3,895 131,977 
87,272 254 88 41,172 3,183 131,627 
128,652 249 103 51,741 7,889 188,282 
291,773 807 284.2 145,146 14,967 451,886 471,249 
254,051 143 115.9 197,229 20,253 471,533 
309,034 135 84 282,976 4,932 596,942 
523,624 202 60 156,481 5,980 686,085 
1,086,709 480 259.9 636,686 31,165 1,754,560 1,262,807 
62,464 180 70 26,404 9,394 98,262 
45,425 182 102 40,921 3,166 89,512 
73,568 176 61 29,769 3,376 106,713 
181,457 538 233 97.094 15,936 294,487 292,346 


quarter (it was 70 in the first) to 61 
in the three months just passed. Ap- 
parently this decline was accounted for 
by shorter programs in the public in- 
terest, rather than a great reduction in 
number, else the change would have 
shown up in the previous column. 

Value of the public-service programs 
reached $29,769, less than the $40,921 
which the average station reported in 
the second quarter this year. Value of 
the time of personnel engaged in the 
production of public-service programs 
was near that of the second quarter— 
$3,376 in the third quarter, as com- 
pared to $3,166 in the second. 

Adding up the various contributions 
to public service by the average sta- 
tion shows that total donations for 
July, August and September came to 
$106,713, highest figure of any of the 


three-month periods yet studied by Tv 
AGE. In the first quarter this total came 
to $98,262 and in the second to $89,- 
512, which, added to the third quarter, 
makes the total donations for the first 
nine months this year $294,487. 

Last year the 12 months’ total dona- 
tions amounted to $292,346. If time 
and talent donations of stations in the 
fourth quarter come up to those of the 
previous three-month periods, average- 
station donations for the year in 1956 
may be somewhere around $380,000. 

A study of the contributions toward 
public service by stations of differing 
sizes is interesting. These are divided 
by Class A hourly rate as a means of 
determining what stations in the same 
classification are doing in various parts 
of the country. 

Smallest stations, those with a Class 

























A hourly rate under $250, gave fewer 
announcements and ID’s to promotions 
in the public interest in the third quar- 
ter than they had in earlier periods. 
The total for the average small stations 
was 826 for the third quarter, as com- 
pared to 919 the first and 891 the sec- 
ond. Value of these announcements 
and ID’s was up over the second quar- 
ter, but smaller than it was the first 
three months. It totaled $22,216 the 
third quarter, $29,749 the first and 
$18,188 the second. 

The number of programs donated 
by these smallest stations increased in 
the third quarter over the previous 
periods. In the third period it averaged 
175 programs as compared to 125 for 
both the previous periods. Hours do- 
nated dropped to 69 from 80 the sec- 


(Continued on Page 78) 
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Telephone 
companies 


Important public utility 











Bry 





EB Bercmcieen is proving an_ ideal 
medium through which one of the 
largest of all the American public- 
utilities groups, the associated tele- 
phone companies of the Bell system, 
is able to tell its story to its customers. 

Always very much aware of the value 
of institutional promotion, both to 
build a feeling of good will toward the 
company and to make new customers 
for its services, all of the nation’s 
phone companies have carried exten- 
sive advertising programs. They were 
television advertisers from the first 
and, as tv developed, they have be- 
come more and more convinced of its 
effectiveness in reaching the public. 
The ‘persuasive personal touch that is 
possible with television as with no 
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other media makes it ideal for carrying 
the telephone message. 

Today all of the associated phone 
companies are television advertisers, 
as are most of the smaller independent 
companies which serve the American 
public. 

Bell companies combine to sponsor 
Telephone Time, the John Nesbitt- nar- 
rated dramatic program Sunday even- 
ings at 6 over 184 CBS-TV stations. 
This high-rated program, handled for 
the Bell companies by N. W. Ayer, has 
diverted some of the funds that former- 
ly went into spot television. But the 
major portion of the telephone com- 
panies’ spot budget remains intact, 
since spot proves the ideal way for 
these utilities to cement the bonds they 


have with their individual markets. 
Companies associated in the Bell 
system and joining in the sponsorship 
of Telephone Time include: New 
England Telephone and Telegraph Co.., 
Boston; New York Telephone Co., 
New York; New Jersey Bell Telephone 
Co., Newark; Bell Telephene Co. of 
Pennsylvania, Philadelphia; Chesa- 
peake and Potomac Telephone Co., 
Washington; Southern Bell Telephone 
and Telegraph Co., Atlanta; Ohio Bell 
Telephone Co. of Cleveland; Cincin- 
nati and Suburban Bell Telephone Co.. 
Cincinnati; Michigan Bell Telephone 
Co., Detroit; Indiana Bell Telephone 
Co., Indianapolis; Wisconsin Tele- 
phone Co., Milwaukee; Illinois Bell 
Telephone Co., Chicago; Northwestern 








network finds that television makes friends. helps sell its services 


Bell Telephone Co., Omaha; South- 
western Bell Telephone Co., St. Louis; 
Mountain States Telephone and Tele- 
graph Co., Denver; Pacific Telephone 
and Telegraph Co., San Francisco, 
and the Southern New England Tele- 
phone Co. of New Haven. 

In addition to the regular weekly 
show, the Bell System companies are 
sponsoring a series of one-hour color 
television programs on scientific sub- 
jects. These, too, will appear on the 
CBS-TV network. 

The first, Our Mr. Sun, a Frank 
Capra-produced film, appeared in the 
Studio One time at 10 p.m. on Nov. 
19. Three other science programs have 
been planned for 1957. 

Cleo F. Craig, chairman of the board 
of American Telephone and Telegraph 
Co., said of this series that the Bell 
telephone companies hope that by 
showing the drama and excitement of 
science, “we can, in a modest way, 
help it to flourish and do even more for 
people everywhere.” 

The science series is bcing produced 
in color and is designed in such a 
way that it will be valuable for public- 
service use after appearing on tele- 
vision. 

The major emphasis of all the Bell 
System companies is the utilization of 
video spot commercials in their own 
areas. All lengths of commercials are 
used, including eight-, 20- and 60- 
second messages. Themes include such 
subjects as the classified directory, or 


“vellow pages.” long distance, addi- 


tional telephones and service, service 
aids (such as new numbers, new ex- 
changes, dial service, etc.) and insti- 
tutional advertising. 

During the last six months of 1955 
associated companies of the Bell system 
used 3,406 10-second spot announce- 
14,016 20-second announce- 
ments and 2,027 60-second announce- 
for a total of 19,449 such 
commercials. 


ments, 


ments, 
Program commercials 
used during the same period included 
389 20-second commercials, 716 60- 
163 an- 
nouncements that lasted one minute or 
more. 


second announcements and 


One of the associated firms which 
has used tv most successfully is the 
Ohio Bell Telephone Co., which spon- 
sors a very popular historical series, 
The Ohio Story, in eight Ohio Bell 
television markets during the fall, 
winter and spring periods. Started in 
its present form in October 1953, the 
series began its fourth season this fall. 


Ohio Story on Film 


Ohio Story is a 10-minute filmed 
program, produced for Ohio Bell by 
its agency, McCann-Erickson. The pro- 
gram found its format in its radio 
predecessor, which began in January 
1947 and has continued for nine con- 
secutive years. 

In its radio beginning, The Ohio 
Story was a narrative-dramatic presen- 
tation of the human-interest stories 
about Ohio, its people, its institutions, 
its legends, its past and present. It had 


two principal objectives: promotion of 
good will for the company, and es- 
tablishment of a vehicle for several 
types of sales and promotion cam- 
paigns. 

When the program was planned, ex- 
ecutives of Ohio Bell, in common with 
other Bell companies, felt that their 
utility was regarded by the general 
public more or less as an efficient arm 
of a remote machine known as AT&T. 
They knew that the company had a 
reputation for service, but they wanted 
to sharpen its corporate individuality 
and personality with the people it 
served. They planned The Ohio Story 
to demonstrate graphically that it was 
a “Main Street” company. interested 
in its own area. 

The program was an immediate suc- 
cess, with high ratings and _ local, 
regional and national awards. It be- 
came required listening in many 
schools, produced thousands of script 
requests and gained consistent favor- 
able publicity in all Ohio Bell markets. 

The company is pleased with the 
proven commercial value of the pro- 
gram. For example, a large group of 
customers who spent about the same 
monthly billing on long distance were 
divided among those who listened to 
The Ohio Story and those who didn’t. 
Long-distance promotion commercials 
were scheduled on The Ohio Story. 
After six months a comparison of the 
relative billings of the two groups 
showed the listeners to have increased 
use of long distance by 32 per cent. 


(Continued on page 73) 
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16,000 miles for 
public service 


KWTV’s Bruce Palmer visits 





92 European military installations 


t comes under the general heading 
| of public service. But it also covers 
human interest, the local angle, news 
features, film documentation and 
16,000 miles. 

It’s the recently completed and aired 
project of Kwtv Oklahoma City, 
titled Bruce Palmer Reports from 
Europe. 

It’s a filmed report of KWTV news 
director Palmer’s three months on the 
Continent this summer. It was no 
Cook’s tour. 

The newsman visited 92 military in- 
stallations in 43 French and German 
cities and towns. He interviewed 716 
Oklahomans, service men and women 
and civilian workers. There were also 
stopovers in Iceland, England and 
Switzerland. 





He interviewed 716 Oklahomans . . 


to film 13-program series 


When he returned, he had 15,000 
feet of film—a record of the work, 
home life, recreations, surroundings 
and barracks life of Oklahoma GI’s 
and army civilians abroad. 

The film was edited into a series of 
13 half-hour shows. It was more than 
a record of how U. S. service people 
live in Europe. It documented the mis- 
sion of U. S. installations, graphically 
outlined the European situation at a 
time when such a report takes on 
topical importance. 

The months spent on clearances and 
contacts that went ahead of the trip, 
and several weeks of writing and 
editing that followed the junket, paid 
off handsomely for the three-year-old 
station. Written response has been re- 
assuring—and touching: 

“Your film was the nearest thing to 
a real visit with him.” 

“Just a glimpse of them really mov- 
ing about is wonderful.” 

“Seeing him in his laboratories in 
2nd General Hospital made me feel I 
had been there in person.” 

“After seeing your programs we 
have a much better conception of what 
our defense is and means to us and 
what part our boys are playing.” 

“Seems the whole community is 
looking forward to seeing our boy.” 

“Your work will be remembered for 







































. took 15,000 ft. of film 


a long, long time.” 

The series called for elaborate ex- 
ploitation. Letters were sent to more 
than a thousand parents and relatives. 
News releases went to some 200 state 
newspapers. Stories on the series were 
used by 141 dailies and weeklies. 

Some papers published as many as 
10 articles and items during the run. 
There was good feature material in 
such coverage as the International Air 
Show in Zurich, Switzerland, and Okla- 
homans seeing their grandchildren in 
action for the first time. 

And along with the public accolade 
has come endorsement by the military 
—from the Pentagon command level 
and European outposts to military 
bases in Oklahoma. Cooperation, says 
the station, from information and 
special-service personnel was efficient 
and enthusiastic all along the line. 

KWTV got an early indication of the 
project’s effectiveness when it an- 
nounced before Bruce Palmer’s de- 
parture what he planned to do. The 
station was swamped with letters from 
kin telling the whereabouts of GI’s on 
the Continent. 

The flood of letters was so great, in 
fact, that they couldn’t be used as a 
guide in Europe. The news director 
made his contacts almost exclusively 
through the military. 








(Left) Joun Day 
American Broadcasting Company 


(Center) Doucias Epwarps 
Columbia Broadcasting Company 


(Right) CHet Huntrey 
and Dave BRINKLEY 
National Broadcasting Company 


“We now switch you to...” 





The cue line from one of these commentators, 
the push of a button and your network audience 
is on the scene in Chicago, Washington, Los 
Angeles . .. wherever the news is breaking. The 
magic of network switching gives viewers a 
front row look at the drama of current events. 


But behind this miracle are the skills of Bell 
System and network technicians. These highly 
trained craftsmen blend the technical ability of 
an engineer with an actor’s unerring ear for cues. 


With split-second precision, push buttons are 
operated to make connections that switch the 
television scene from one city to another. And 


BELL TELEPHONE SYSTEM 


Providing intercity channels for network radio and television throughout the nation 


Bell System technicians are receiving cues from 
several networks at once. 


To help them, the Bell System receives op- 
erating instructions from the networks which 
give all the necessary information on switches. 
This information is sped to 130 Bell System tele- 
vision operating centers throughout the nation by 
private line telephone and teletypewriter systems. 


This co-operation between network and tele- 
phone company . . . and teamwork along the Bell 
System lines...assure the American viewing 
public the smoothest programming and the best 
television transmission it is possible to provide. 
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«“..a tv natural” 


Visual medium makes Westinghouse “sand test” an impressive commercial 


Westinghouse 
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CENTERPOST 
AGITATOR 


AUTOMATIC 


NA LUNITTE 
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A a prime indication that there is 
something new under the adver- 
tising sun—and, certainly more im- 
portantly, to call dramatic attention to 
the major sales point of its Laundro- 
mat washing machine—the Westing- 
house Electric Corp., through its 
agency, McCann-Erickson, Inc., New 
York, recently added a novel, perhaps 
even revolutionary, touch to the tech- 
niques of product-selling on television. 

After five years of improving the 
revolving-agitator feature of its Laund- 
romat—a “tumble-action” mechanism 
that differs widely from the center- 
post agitating type of other leading 
automatic washers—Westinghouse un- 
veiled the perfected appliance in a 
somewhat sensational manner, and with 
somewhat sensational results, on its 
CBS-TV Studio One program last 
Sept. 24. 

To demonstrate the point that in the 
Laundromat the water drains down and 
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| Betty Furness and clubwomen man their testing posts. 


away from the clothes being washed, 
Westinghouse used the full commercial 
time on the show to put its machine 
and three other well-known makes, 
unidentified by name and with their 
physical outlines masked, through an 
actual towel-washing-and-rinsing test. 


Clubwomen on Guard 


With the on-camera assistance of a 
quartet of ladies whose standing as 
members of the New York Federation 
of Women’s Clubs put them, like 
Caesar’s wife, above suspicion (com- 
mercial variety), two cups of dirty 
sand were tossed into each of the four 
washing machines, along with the 
towels and a more customary detergent. 
All four clubwomen then stayed by 
their respective washers until the full 
cleansing cycle was completed. 

End result No. 1: the towels in the 
three “nameless” machines were hope- 
lessly messed up with sand, while those 


in the Westinghouse emerged com- 
pletely free and clean of same, thereby 
giving rise to unalloyed and unre- 
hearsed astonishment from the four 
impartial custodians of the washers 
and, it’s presumed, a goodly number 
of the distaff side of Studio One’s 
audience of 22 million as well. 

End result No. 2: some 30 letters 
from viewers around the country, ad- 
dressed to Miss Betty Furness, West- 
inghouse’s perennial saleslady, and ex- 
pressing varying degrees of doubt, 
disbelief and downright vituperation at 
the “phony” that Westinghouse was 
“trying to pull.” The milder of the 
complainants “saw it but didn’t believe 
it”; the more violent accused Westing- 
house of the worst skulduggery since 
Teapot Dome. 


New Approach 


Westinghouse and McCann-Erickson 
could have chosen to ignore these 
reflections on their sales integrity, but 
the course they decided to follow was 
what lent a new approach to video 
advertising. Taking the 30 bulls by 
their quivering horns, the agency in- 
vited all of them to come to New York 
—at Westinghouse’s expense—and ap- 
pear on the Nov. 12 Studio One show, 
to be identified publicly as skeptical 
of the Laundromat performance, to see 
it for themselves, in person, and to 
make any comments they might be 
moved to make. 

The skeptics came, saw and, West- 


‘ inghouse hopes, were conquered— 


along with any other doubting 
Thomases among home viewers who 
may have been left unconvinced by the 
Sept. 24 demonstration but not vehem- 
ently enough to put it in epistolary 
form. 

Chris J. Witting, vice president of 
Westinghouse and general manager of 


(Continued on page 78) 







































Qn ee 







































IBC Cameraman BULL" HARIICAN films. 


peration DEEPIREETE Ne 


with AURICON PRO-600 lomm Sound-0n-Flm Camera! 


WILLIAM B. HARTIGAN, NBC’S Television News Cameraman, 
interviewed on his return from the frozen continent of Antarctica, said he filmed 
52,000 feet of Auricon Sound-On-Film in color near the South Pole, with “Operation 
Deepfreeze.” 

TWENTY-FIVE BELOW ZERO, and blinding 100 mile-per-hour 
winds were the challenging climatic conditions hurled at Cameraman and Sound- 
camera on this desolate, ice-covered continent at the bottom of the world. 
HARTIGAN’S AURICON SOUND FILMS were the first pic- 
tures of any kind to be flown to the waiting press and television news broadcasters, 
telling of the hazardous life led by courageous explorers on Antarctica. 
“SUCCESSFUL PERFORMANCE under rigorous below-zero 
conditions,” is the praise Hartigan gives his “Auricon Pro-600.” Even after his 
Auricon was accidentally submerged in water, the Camera was dried out and 
operated normally. 

AURICON DEPENDABILITY on “Operation Deepfreeze” is another 
example of how Cameramen all over the world rely on Auricon for professional 
picture and sound-track in the production of Television Newsreels, as well as Film 
Commercials, Dramatic Inserts, and local Sound-Film programming. 
AURICON CAMERAS are sold with a 30-day money-back guarantee. You 
must be satisfied! Write for free illustrated Auricon Catalog to BERNDT-BACH, INC.., 
983 No. Mansfield Avenue, Hollywood 38, California. Phone HOllywood 2-0931. 


_ 








MR. J. A. TANNEY, (left), President of S.0.S. Cinema 
‘4% Supply Corp., New York City, who supplied the Auricon Equipment 
and Accessories for “Operation Deepfreeze,” discusses with 
NBC’s William B. Hartigan the successful below-zero perform- 


A FREORUCT OF ance of the “Auricon Pro-600” Sound-On-Film Recording Camera. 


BERNDT-BACH, INC. 


y am 
é= x 
‘ |) uf | , 5 Ee 
PER 1200 Bie PoWeR unit SOUND RECORDER 


SOUND-ON-FILM EQUIPMENT SINCE 1931 "oa ate aaa bnee pode 

















Advertisement 


TV. spot editor 


A column sponsored by one of the leading film producers in television 
SARRA 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


A beautiful young girl in a fairyland setting is the background for the story of new 
Pink Camay . . . the soap of fabulous fragrance! It’s an appeal that goes directly to 
the feminine heart! An unusual photographic sequence utilizes the shimmering reflec- 
tions in a forest pool to demonstrate Camay’s soothing, softening effect on lovely hands. 
The fragrance of Pink Camay and the fact that it’s made with cold cream are linked 
with the brand name for high memory recall. Every moment of this series of spots 
holds attention—and sells Camay, in both English and French versions. Produced by 
SARRA for THE PROCTER & GAMBLE CO. OF CANADA, LTD.. through THE 
F. H. HAYHURST CO., LIMITED. 





SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





Hit Parade cigarettes are sure to get plenty of attention from this series of 10 second 
I.D.’s, and 20 and 60 second commercials. Live action, stop motion, animation and 
a very “whistleable” jingle keep these spots crisp and fast moving. Clever use of 
the Hit Parade trade-mark plus product-in-use, picturing folks enjoying the new 
cigarette, fix the brand name firmly in the viewer’s mind. “Your taste can’t tell the 
filter’s there!” is the promise of smoker enjoyment that clinches the selling message. 
Produced by SARRA for THE AMERICAN TOBACCO COMPANY, through 
BATTEN, BARTON, DURSTINE & OSBORN, INC. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





This unique one minute spot for Pet Milk was a Medal Award winner at the 24th 
Annual Art Directors’ Club of Chicago. The subject has universal appeal—a mother 
and her baby. Perfect casting, simplicity of action and the musical background of 
Brahms’ Lullaby create a most effective mood. This commercial is another one of 
the SARRA series for Pet used on the George Gobel and Red Skelton shows. Pro- 
duced by SARRA for the PET MILK COMPANY, through the GARDNER ADVER- 
TISING COMPANY. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


Sparkling animation and a catchy jingle keep this series of short commercials for 
Frisch’s food products lively and entertaining. These fast paced spots—only 10 and 
20 seconds long—show how tasty Frisch’s products (Big Boy Hamburgers, Brawny 
Lad Steak Sandwiches and Fresh Fish Sandwiches) supply an abundance of quick 
energy when plenty is needed. Produced by SARRA for FRISCH’S BIG BOY RES- 
TAURANTS, INC., through ROLLMAN ADVERTISING AGENCY. If you'd like 
to see other recent SARRA commercials, drop a line to SARRA and ask for Reel 2. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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Film Sales 





here’s more than soap-box oratory 
to the current Lever Bros. effort to 
“film-quality standards” for 
filmed commercials. Cold, hard sales 
figures are involved. 

In an effort to clear the air anent 
this problem, the company has been 
meeting with a committee of represen- 
tatives from each of its six agencies—J. 
Walter Thompson, BBDO, Foote, Cone 
& Belding, SSC&B, Kenyon & Eckhardt 
and Ogilvy, Benson & Mather—as well 
as with the Film Producers Association 
of New York and the National Tele- 
vision Film And Lever, 
through its spokesmen, program man- 
ager, George J. Zachary, and his assis- 
tant, Richard E. Dubé, has stated to all 
flatly: filmed commercials have a syn- 
thetic quality and are two-dimensional, 
whereas live commercials have a three- 
dimensional quality. Therefore, a way 
has to be found to give filmed commer- 
cials a three-dimensional qualiiy or it 
loses sales for us. 


create 


Council. 


The Lever spokesmen make it clear, 
however, that they like film. It’s eco- 
nomical, it enables errors to be cor- 
rected, it’s flexible and it enables 
sponsors to have unlimited repeats of 
the same message. But, they also point 
out, too often the poor quality of the 
film destroys these inherent advan- 
tages. 

What, in essence, Lever wants to 
know is: what can be done to make 
the quality of today’s commercial film 
the best it can possibly be? And what 
can be done to create uniform techni- 
cal standards? 

These two generalized policy posers 
naturally lead Lever to raise more 
specific points-in-question: why can’t 
stations in the larger cities make an 
effort to use 35mm film? Is it possible 
to set minimum standards for lighting? 
How does set-design affect lighting? 
What can be done to assure sound con- 
trol? Can there be required rehearsals 
for engineers to insure proper shading 
of film? 

The company’s committee believes 
that every phase of the process needs 
attention—planning, production, proc- 
essing, inspecting, shipping, handling, 
projection and on-the-air checking. “It 





Child’s play in Interstate’s The Little 
Rascals 


is,” one of the agency members said, 
“basically an all-inclusive educational 
job.” 

In an effort to arrive at effective 
and practical answers, the company 
and its agency committee seek, in 
their own words, “help from anyone 
who can give it.” They believe that the 
television film industry as a whole 
should examine the way things are be- 
ing done today and, subsequently, to 
determine what everybody in the in- 
dustry can do to reach maximum ac- 
complishment. 


Syndicated Film 


CBS TELEVISION FILM SALES 
Amos ’n’ Andy 

WwHI0-tv Dayton, Kroger; KFBB-TV Great 
Falls; Kirj-tv Las Vegas; KcJB-Tv Minot: 
wrcB Schenectady, Quevic Vichy. 

Gene Autry 

KLRJ-TV Las Vegas; KOOL-Tv Phoenix; wcsu- 
Tv Poriland, Me., Seltzer & Rhydholm; witN 
Washington, N. C. 

Brave Eagle 

KLAS-TV Las Vegas; KATV Little Rock, Dean 
Milk; wmtv Madison, Dean Milk; wWALa-tv 
Mobile; wrex-tv Rockford, Ill., Dean Milk. 
Fabian of Scotland Yard 

wwJ-tv Detroit. 
Life with Father 
KLRJ-TV Las Vegas; 
KOvR Stockton. 


wtMJ-tv Milwaukee; 





No child’s play in CBS Television’s 
Fabian of Scotland Yard 


Long John Silver 

werc-tv Birmingham; wcax-tv Burlington, 
Prince Macaroni; wosM-tv Duluth; wstv-Tv 
Steubenville. 

Annie Oakley 

wos-tyv Asheville; wasi-tv Bangor; weRrc-Tv 
Birmingham; wcax-tv Burlington; WUsN-TV 
Charleston, S. C.; woer-tv Chattanooga; 
wrsi-Tv Columbus, Ga.; wrsc-tv Greenville, 


S. C.; weir-tv Knoxville; Kpus-tv Lubbock; 
waLa-tv Mobile; weem-tvy Quincy, Pepsi 
Cola; Kovr Stockton; wetv Tallahassee; 
wisw-tv Topeka; ksyp-tv Wichita Falls, 
Carnation Fresh Milk; wsjs-tv Winston- 
Salem. 

Range Rider 

wolr-ty Ames; wcys-Ttv Bristol, Newport 
Milling Co.; Kuirj-tv Las Vegas; KWTV 
Oklahoma City; Ktor-tv Portland, Ore.; 
wrcs Schenectady, Stewarts Ice Cream; 


wspa-tv Spartanburg; witn Washington, 
es 
San Francisco Beat 

KIDO-Tv Boise; wer-tv Buffalo, Simmons & 
General Electric; Komu-tv Columbia, Mo., 
Noell-Wetteran Grocery Co.; KTRK Houston, 
Houston Chronicle; kmpc-tv Kansas City; 
KPHO-TV Phoenix; KNTVv San Jose. 
Terrytoons 

KTRK Houston; KTIV Sioux City. 

Under the Sun 


wmMt-tv Cedar 
Morticians. 


The Whistler 
ww3-tv Detroit. 
INTERSTATE TV CORP. 


Action Adventure Series 
wtrt Albany; wnct-tv Greenville, N. C.; 
wpBy-tv Roanoke; WMFD-TV 
, 


John B. Turner, 


Rapids, 


Hans Christian Andersen 
KONO-TV San Antonio. 

Little Rascals Comedies 
wpaM-tv Hattiesburg, Miss.; 
Angelo, Tex. 

Public Defender 


wFaa-Tv Dallas; watTn-tv Huntington. 


NATIONAL TELEFILM 
ASSOCIATES, INC. 


Sheriff of Cochise 

waFs-Tv Baton Rouge; Krop-tv El Paso; 
KJEO-TvV Fresno; kKcBT-tv Harlingen, Tex.; 
KLFY-TV Lafayette; Kspw-tv Salinas; KIMA- 
tv Yakima; KIvA Yuma. 


TNT Package 


KTXL-TV San 


wakKr-tv Akron; wasi-tv Bangor, Me.; 
WFLB-TV Fayetteville, N. C.; woop-ty Grand 
Rapids. 


Twentieth Century-F ox 

wakr-tv Akron; waABi-tv Bangor; WFLB-TV 
Fayetteville; woop-tv Grand Rapids; wroc- 
tv Rochester, N. Y.; wkaQ-tv San Juan. 


RCA RECORDED PROGRAM 
SERVICES 


Town & Country Time 
wiva-tv Lynchburg, Va., Gunther Brewing 


0. 

The World Around Us 

WNEM-TV Saginaw, Mich., Morley Bros. (tele- 
vision distributor) . 


RKO TELEVISION, DIVISION OF 
RKO TELERADIO PICTURES, 
INC. 


Animated Fairy Tales 

KVAR Phoenix; wsau-tv Wausau. 

Gangbusters 

wcsi-tvy Columbus, Miss.; wsau-tv Wausau. 
(Continued on page 54) 
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Wilmington, 
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| Film (Continued from page 53) 


Greatest Drama 
KDKA-TV Pittsburgh. 
28 Features 
wriE Evansville; 
17 Features 
wrieé Evansville; wsau-tv Wausau. 
Uncommon Valor 

wasp New York; wsau-tv Wausau. 


SCREEN GEMS, INC. 


wsaAu-tv Wausau. 





Svervens... 


in the Texas 
Gulf Coast Area 












KGULAV 


The only station that delivers 
@ primary city signal to Mg 
Galveston and Houston. 

KGUL-TV is top prefer- i 
ence in prime time* with 
the most popular night- 
time program, the larg- 
est average audience 
and the highest number 
of quarter hour firsts. 


(Source: ARB, July, 1956, 
7 days, 6 P. M.-Midnight)* 
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Yq oF TEXAS 


Charted in 


KGUL-TV's 
coverage area. 








% of all Texas buying 
income, over 600,000 
families with 475,000 
television sets, make up 
the rich Gulf Coast Area, 
including Galveston and 
Houston. 


© 
gulliae 


ey 1  - -e). 







Represented Nationally by 
CBS Television Spot Sales 


TEXAS 
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All Star Theatre 
K¢enc-Tv Amarillo; 
Dak.; KyEO Fresno; 
wosu-tv New Orleans; 
Big Playback 
Kp1Ix-Tv Dickinson. 
Celebrity Playhouse 

KXLF-Tv Butte, Prudential Federal Savings; 
KpIx-tv Dickinson, Prudential Federal Sav- 
ings; KJEO Fresno, Otter Tail Power Co.; 
KaBc-TV Los Angeles; KcJB-tv Minot, Otter 
Tail Power Co.; wosu-tv New Orleans, Ron- 
zoni & Slenderella; wrev-tv Philadelphia, 
Ronzoni & Slenderella; KoNo-tv San An- 
tonio, Ronzoni & Slenderella; KxyB-tv Valley 
City, Otter Tail Power Co. 
Damon Runyon Theatre 
KpIx-Tv Dickinson; KJEO Fresno; 
Los Angeles; wosu-tv New Orleans; 
tv San Antonio. 

Feature Pictures 

KsIx-Tv Corpus Christi; KRNT-tv Des Moines; 
KCKT-tv Great Bend; wyNo-tv Palm Beach; 
wrtop-tv Washington. 

Jet Jackson 

KsIx-tv Corpus Christi. 

Jungle Jim 


Kp1x-Tv Dickinson. 


Kpix-tv Dickinson, N. 
KaBc-Tv Los Angeles; 
KONO-TV San Antonio. 


KABC-TV 
KONO- 


| Patti Page 


KSL-Tv Salt Lake City, 
wtrF-tv Wheeling, 


KpIx-tv Dickinson; 
Southeast Furniture Co.; 
Southeast Furniture Co. 
Tales of the Texas Rangers 

KpIx-TV Dickinson. 

Top Plays 

Rogers Jewelry sponsoring in following mar- 
kets: wews Cleveland; Kstx-tv Corpus 
Christi; wosu-tv New Orleans; KONO-TV San 
Antonio. 


STERLING TELEVISION CO., 
INC, 

Animal Films 

KABC-TV Los Angeles; KoIN-tv Portland, Ore. 


Betsy and the Magic Key 


Kip-Tv Idaho Falls. 


| Cartoons 


WMSL-Tv Decatur; xEtv San Diego. 


Invitation Playhouse 
wFsM-TV Indianapolis; wcktT Miami; WcAN- 


| tv Portland, Me.; wsts-tv Roanoke. 


Jungle 


wrcB Schenectady. 


| Paul Killiam 


KVAL-TV Eugene. 


| King’s Crossroads 


KBAK-TV Bakersfield; Ore. 
Charles Laughton 
wsAv-ty Savannah. 

I Am the Law 
wsrc-TV Birmingham; 
tv Los Angeles. 
Little Show 

WGAN-TV Portland, Me. 


Movie Museum 


KPic Roseburg, 


WNBQ Chicago; KABC- 





Taking notes in Screen Gem’s Damon 
Runyon Theatre 


KOMO-TV Seattle. 

Public Prosecutor 

wsts-tv Roanoke; wsav-tv Savannah. 
Adventures in Sports 

KHJ-TV Los Angeles; KRON-TV San Francisco. 
This World of Ours 


KRrcA Los Angeles. 


TRANS-LUX TELEVISION CORP. 
650 Encyclopaedia Britannica Films 


wBz-TvV Boston; KYw-Tv Cleveland; KDKA-TV 
Pittsburgh; Kp1x San Francisco. 


RICHARD H. ULLMAN, 
Kash Box 


WTCN-TV Minneapolis; 


Watch the Birdie 

wHO-Ttv Des Moines, (Renewal); WEEK-TV 
Peoria, (Renewal) ; Kspw-tv Salinas; KVEC- 
tv San Luis Obispo; KrEM-tv Spokane, 
(Renewal) ; Kopo-tv Tucson, (Renewal). 


INC. 


wsix-Tv Nashville. 


Film Commercials 


ACADEMY FILM 
PRODUCTIONS, INC., CHICAGO 


Completed: McGraw Electric Co. (Toast- 
master Toasters, Toastmaster Fry Pans), 
Erwin, Wasey; Crosley-Bendix Appliance 
Div., Avco Mfg. Corp. (Bendix gas dryer), 
Compton; Wisconsin Independent Gasoline 
Co. (Wisco gasoline), W. B. Doner; Terre 
Haute Brewing Co. (Champagne Velvet 
Beer), Branch Adv.; Little Crow Milling 
Co. (Coco-Wheats cereal), Rogers & Smith. 


ACADEMY PICTURES, INC., 
NEW YORK 


Completed: Colgate-Palmolive Co. (Palm- 
olive shave cream), Bates; San Giorgio 
Macaroni, Inc., VanSant, Dugdale; Drackett 
Co. (Drano, Windex), Y&R 

In Production: Wildroot Co., Inc. 
tonic), BBDO; Procter & Gamble Co. 
peanut butter), Burnett; 
Corp. (Playtex gloves); P. Ballantine & 
Sons, Esty; Gunther Brewing Co., Inc. 
(beer), SSC&B; Beech-Nut Packing Co. 
(baby foods), K&E; Radio Corp. of America 
and General Foods Corp. (RCA/Bird’s Eye), 
K&E; E. R. Squibb & Sons (milk of mag- 
nesia), Cunningham & Walsh; New England 
Telephone Co. (extensions), Harold Cabot; 
Fedders-Quigan Corp. (Fedders air condi- 


(Continued on page 56) 
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International Latex 











CODE 


SUCCESS STORY 


FIRST in audience appeal ... rated top syndicated film in Portland (31.7*) and San 
Diego (27.4**), FIRST in time period in San Francisco (13.0**), Spokane (27.4**), 
Seattle (15.7**), Kalamazoo (15.5*), Wichita (52.7*) and St. Louis (18.2*). 








FIRST in excitement, presenting thrilling FIRST to dramatize the personality of the group FIRST with top advertisers . . . mak- 
“Front Page” dramas based on actual of law enforcement officers in action, with ing headline news in sales . . . 


police cases taken from the files of world- _ thrilling stories of arson, air,sea and mountain Miller Brewing, National Biscuit 
famous Sheriff Eugene W. Biscailuz, of | rescues, murder, robbery, juvenile crime. Stir. Co., Safeway, General Electric, 
Los Angeles County... ring case histories to build audiences ofall ages! General Tire, Petri Wine, etc. 





FIRST in sales results . . . testimoni- Wouldn’t YOU like to be FIRST in your market? 
als pouring in... renewals months Let “Code 3”...signal for flashing lights and “Pulse °*ARS 
in advance ... excitement and rec- screaming sirens... be your signal for action. 

ognition for you and your product. Write, wire, phone for complete details. 


ABC FILM SYNDICATION, Inc. 


10 East 44th St., New York City, OXford 7-5880 
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MAXIMUM (aoe 
20 oo 


“Coverage that Sells in 


tioners). D’Arcy; S. C. Johnson & Son, Inc. 
(Johnson’s Wax), Needham, Louis & Brorby. 


ATV FILM PRODUCTIONS, INC. 


Completed: Liggett & Myers Tobacco Co. 
| (Chesterfield), McCann-Erickson; Procter & 
the Four States Area | Gamble Co. (Tide), B&B; Bulova Watch 
| Co. (Jackie Gleason), McCann-Erickson; 
Esso Standard Oil Co. (Esso research), 


, McCann-Erickson; Chesebrough Mfg. Co. 

Tas 240 Hours per Month Cons’d. (Vaseline Hair Tonic), naan 
Erickson; Standard Brands, Inc. (Burger- 

Sponsored Network Programs be. Bates; Lambert Pharmacal Co. 


(Listerine—Les Paul & Mary Ford), Lam- 
bert & Feasley; General Motors Corp. 


C B Saeaconecegl, B C (Frigidaire), Kudner. 
In Production: Liggett & Myers Tobacco Co. 


| (Chesterfield), McCann-Erickson; Lambert 


Pharmacal Co. (Listerine—Les Paul & Mary 

Ford), Lambert & Feasley; Procter & 

Gamble Co. (Crest), B&B; Chesebrough 

Mfg. Co. Cons’d. (Vaseline Hair Tonic), 

h McCann-Erickson; General Motors Corp. 
& annel (Frigidaire), Kudner; Texas Oil Co. 
(Texaco), Cunningham & Walsh; Pharma- 
ceuticals, Inc. (Zarumin & RDX), Kletter. 


GEORGE BAGNALL & 
ASSOCIATES, INC. 


Search for Adventure 
TEXARKANA WCDA ae. = ay ya a 
| KMBC-TV ansas ity, ue (Cross, ue 
TEXAS - ARKANSAS Shield; Krav Little Rock, Swift & Co.; 
WKOw-TV Madison; KBES-tv Medford; wHBQ- 
tv Memphis, Swift & Co.; wroc-tv Roch- 
ester, N.Y., Milk Producers Assn.; KEY-T 
Santa Barbara, Seaside Oil Co. 














TELEVISION 
COMMERCIALS ? ? 





— 
course! 





UPA PICTURES, INC. 


BURBANK NEW YORK LONDON 


4440 Lakeside Dr. 60 E. 56th St. 21 Upper Grosvenor St. 
Thornwall 2-7171 Plaza 3-1672 Mayfair 0171 
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Getting things shipshape at Sound 
Masters for a Nestles spot. 


Crusader Rabbit 


wtom-ty Lansing, Mich. 


CARAVEL FILMS, INC. 


Completed: Boyle Midway, Inc. (Aero- 
shave), Geyer; National Biscuit Co. (NBC 
bread), Y&R; Pharmaceuticals, _Inc. 
(Geritol), Kletter; P. Ballantine & Sons 
(beer), Esty; National Republican Comm. 
(campaign spots), BBDO; Procter & Gamble 
Co. (Bonus), Compton; Johnson & Johnson 
(sterile gauze pads), Y&R 

In Production: Simmons Co. (Beautyrest 
mattress), Y&R; Procter & Gamble Co. 
(Dash, Duz), Compton; P. Ballantine & 
Sons (beer), Esty; Pharmaceuticals, Inc. 
(Zarumin, Geritol), Kletter; Socony-Vacuum 
Oil Co. Inc. (Mobilgas R), Compton; 
Bristol-Myers Co. (Bufferin), Y&R; Amer- 
ican Tobacco Co. (Herbert Tareyton), 
Gumbinner. 


DYNAMIC FILMS, INC. 


Completed: Bulova Watch Co.; Chas. Antell, 
Inc. (Formula 9, liquid makeup), Katz. 


FILMWAYS, INC. 


Completed: Eastman Kodak Co., JWT; Ford 
Motor Co., JWT; Brown & Williamson 
Tobacco Co. (Viceroy), Bates; Seeck & 
Kade, Inc. (Pertussin & Vaseline), McCann- 
Erickson; International Latex Corp. (Play- 
tex); Sylvania Div., American Viscose 
Corp., JWT; Columbia Phonograph, Mc- 
Cann-Erickson; Colgate-Palmolive Co. (Palm- 
olive soap), Bates; Hawley & Hoops, Inc. 
(M & M candy), Bates. 

In Production: Colgate-Palmolive Co. (Fab), 
Bates; Ford Motor Co., JWT; Procter & 
Gamble Co. (Tide), B&B; Bristol-Myers Co. 
(Trushay), BBDO; Sylvania Div., American 
Viscose Corp., JWT; Gaines Div. of Gen- 
eral Foods Corp. (dog food), B&B; Carter 
Products, Inc. (Nair), Bates; Hawley & 
Hoops, Inc. (M & M candy), Bates; East- 
man Kodak Co., JWT; Union Carbide & 
Carbon Corp., Esty; Colgate-Palmolive Co., 
Bates; Post Cereals Div., General Foods 
Corp., B&B; Colgate-Palmolive Co., Lennen 
& Newell. 


HARRIS-TUCHMAN 
PRODUCTIONS 


Completed: Lever Bros. Co. (Wisk), BBDO; 
Bekins Van & Storage (moving), Brooks 
Ady.; Sparklettes Drinking Water Corp., 
McCarty Co.; Harris & Frank (apparel), 
Walter McCreery; Pioneer (home  ap- 
pliances), David Olen; Tom Sawyer Potato 
Chips, M. B. Scott. 


JAMES LOVE PRODUCTIONS, 
INC. 


Completed: Westinghouse Electric Corp. 
(air conditioners), Fuller & Smith & Ross; 














Westinghouse Corp. Ketchum, 


MacLeod & Grove. 

In Production: Aluminum Co. of America 
(Christmas presentation), Fuller & Smith & 
Ross; Westinghouse Electric Corp. (air 
conditioners), Fuller & Smith & Ross. 


MPO PRODUCTIONS, INC. 
Completed: General Mills, Inc. (Cheerios), 
D-F-S; Procter & Gamble Co. (Ivory Snow), 
B&B; Jos. Schlitz Brewing Co. (beer), JWT; 
General Electric Corp., BBDO; Union Car- 
bide & Carbon Corp. (series for Omnibus), 
Mathes. 

In Production: Jos. Schlitz Brewing Co. 
(beer), JWT; Procter & Gamble Co. (Star 
Dust), B&B; General Cigar Co. (White Owl 
cigars), Y&R; John Hancock Insurance Co., 
McCann-Erickson; Lever Bros. Co. (Rinso), 
JWT; Gillette Co., Maxon; Pharmaceuticals, 
Inc. (Serutan, Zarumin, Hi-V), Kletter; 
Procter & Gamble Co. (Duz), Compton; 
Noxzema Chemical Co., SSC&B. 


FRED A. NILES PRODUCTIONS, 


INC. | 
Completed: Blatz Brewing Co. (beer), 
Kenyon & Eckhardt; Magikist Rug Clean- 
ers), Doris Greenwood; Pabst Brewing Co. 
(beer), Burnett; S.S.S. Co. (tonic), Day, 
Harris, Hargrett & Weinstein; Grecian For- 
mula 16 (hair-color restorative), D’Arcy; 
Serta Associates, Inc. (mattresses), R&R; 
John Puhl Products, sub. of Sterling Drug, 
Inc. (Little Bo-Peep ammonia cleaning com- 
pound), Roche, Williams & Cleary. 

In Production: Admiral Corp. (portable tv), 
Henri, Hurst & MacDonald; S. C. Johnson 
& Son (Pride furniture polish), Needham, 
Louis & Brorby; Campbell Soup Co., Bur- 


(research), 





You can‘t cover 
America 
without 


Oe. iy ae ae | 
The Continental 
Divide Station 

KXLF-TV4 


Metropolitan Montana 


Ea 


ee 


Top power 1 and 1/2 
miles in the sky. 








nett; Rheem Mfg. Co. (oil heaters), Camp- 
bell-Ewald. 


SARRA, INC. 


Completed: American Tobacco Co. (Hit 
Parade cigarettes), BBDO; Procter & Gam- 
ble Co. of Canada, Ltd. (New Pink Camay 
Soap), F. H. Hayhurst; Swift & Co. (show 
opening), McCann-Erickson; Anheuser- 
Busch, Inc. (Busch Bavarian beer), Gardner; 
Quaker Oats Co. (Aunt Jemima Pancake 
Mix), JWT; The Prudential Insurance Co. 
of America, Calkins & Holden; Pet Milk 
Co., Gardner; J. A. Folger & Co. (Folger’s 
Coffee), Cunningham & Walsh; Seven-Up 
Co. (7-Up), JWT; Procter & Gamble Co. 
(American F:mily Flakes), H. W. Kastor; 
Ralston Purina Co. (Purina Chick Startena), 
Gardner; Wesson Oil & SnowDrift Sales Co. 
(Wesson Oil), Fitzgerald; Pet Milk Co. 
(Pet Ritz Frozen Pies), Gardner. 


RAY PATIN PRODUCTIONS, 
INC, 


Completed: Louisiana State Rice Milling 
Co., Inc. (Mahatma Rice), Fitzgerald; 
Hershel California Fruit Products Co. (Con- 
tadina Tomato Paste), Brisacher, Wheeler; 
Crocker Anglo Bank, Brisacher, Wheeler; 
Gulf Oil Corp., Y&R; Hudepohl Brewing 
Co., Stockton, West & Burkhardt. 


SCREEN GEMS, INC. 


In Production: Lever Bros. Co. (Wisk), 
BBDO; National Biscuit Co. (Nabisco 
Shredded Wheat), K&E; E. I. Du Pont de 
Nemours, Inc., Ltd., BBDO; Imperial 
Lt ae Co. (Players cigarettes), McKim, 
td, 


SOUND MASTERS, INC. 


Completed: General Electric Co. (bulbs), 
BBDO; Procter & Gamble Co. (Crisco, 
Cheer, Gleam), Y&R; Whitehall Pharmacal 
Co. (BiSoDol Mints, Infrarub), SSC&B; 
Lever Bros. Co. (Hum detergent), SSC&B; 
Nestle Co. (Fudge-Bars-Quik), McCann- 
Erickson; Carter Products, Inc. (Rise Shav- 
ing Cream), SSC&B. 

In Production: Nestle Co. (Nestle Quik 
Cocoa, Nestle Fudge), McCann-Erickson; 
Borden Co. (biscuits—sales meeting presen- 
tation), Y&R; American Red Cross, SSC&B; 
General Electric Co. (Xmas bulbs & sun- 
lamp), BBDO; Aluminum Co. of America, 
Fuller & Smith & Ross. 


TRANSFILM, INC. 


Completed: R. J. Reynolds Tobacco Co. 
(Camel cigarettes), Esty; General Motors 
Corp. (Pontiac), MacManus, John & Adams; 
Clairol, Inc. (Miss Clairol), FC&B; Gillette 
Co. (razors, blades), Maxon. 


UPA PICTURES, INC. 


In Production: William Schluderberg—T. J. 
Kurdle Co. (Esskay meat products), Van- 
Sant, Dugdale; National Biscuit Co. 
(Nabisco Spoonmen), K&E; New York Pub- 
lic Health Service (Salk Vaccine). 


WILDING PICTURE 
PRODUCTIONS, INC. 

Completed: Admiral Corp., Henri, Hurst & 
McDonald; Standard Oil Co., D’Arcy; Ply- 
mouth Corp. Div., Grant; Crosley Div., Avco 


Mfg. Corp., Compton; Dow Chemical Co., 
MacManus, John & Adams. 





"HOLLYWOOD" 





IN THE EAST 





Agency: Kudner Agency, Inc. 
For: Frigidaire 





Agency: McCann-Erickson 
For: Chesterfield 





Ad 
“The House on 89th Street” 
An ATV Production in color 


eeeeeeeooooooooooosooooseeeee 
Commercial Film Producers 











GOVERNOR TELEVISION 
presents 
THE LAUREL & HARDY SHOW 


8 years in the top 10 


151 W. 46 St., N.Y.C. 
Art Kerman—JUdson 6-3675 














EXETER 2-4949 


ATV FILM PRODUCTIONS, INC. 
37-15 35th STREET, L. 1. €.1, N.Y. C. 





Largest studio facilities in the east 
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SUPPLIER, SERVICE NEWS 


TANNEY, MOYSE ELECTED 

The election of Joseph A. Tanney 
as chairman and Kern Moyse as vice 
chairman of the Motion Picture Indus- 
try Credit Group has been announced. 
Mr. Tanney is president of S.O.S. 
Cinema Supply Corp., New York, and 
Mr. Moyse is president of Peerless 
Film Laboratories, New York. 

Added to the membership rolls are 
Criterion Film Laboratories, Inc., and 
Comprehensive Service Corp., both in 
New York. 

The Motion Picture Industry Credit 
Group is made up of 36 processors, 
equippers, suppliers and service and 
financial organizations in New York, 
Washington and Chicago. 


BRODOCK SALES MANAGER 
Frank Brodock has been named 
general sales manager of Rainbow 


On Film 


Pictures, Inc., Miami, Fla., in a series 
of key personnel appointments. 
Others named by Walter Resce, 
president of Rainbow, are Oscar Bar- 
ber, chief editor and director, and Wil- 
lard Jones, in charge of production. 
Mr. Brodock, a film industry veteran, 
was for 17 years an account executive 
with Jam Handy. Mr. Barber served 
with Strickland Film Co., Atlanta, and 
Reela Films, Miami (now defunct), 
before joining Rainbow last October. 
And Mr. Jones, before coming to 
Rainbow, was with wsyR-Tv Syracuse. 





VAN PRAAG IN FLORIDA 
The opening of a Florida office, with 
Harry Walsh as vice president in 
charge, has been announced by Wil- 
liam Van Praag, president of Van 
Praag Productions, New York. 
Location of the new operation is 


TV im Fresvio- 


the big inlond Cabifyrnio. 
monket. meons— 
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at 3143 Ponce de Leon Blvd., Coral 
Gables. Mr. Van Praag said, “Plans 
are now being completed to build an 
ultra-modern studio, adapting the best 
features of Hollywood studios, fully 
equipped to handle all phases of tele- 
vision, theatrical and 
work.” Looking ahead to color tv, he 
added that “Florida has the best color 
temperature in America, in addition 
to the advantage of year-round sun- 


commercial 


shine.” 

Mr. Walsh has had 20 years of film 
experience. He has served as producer, 
director of photography and cinema- 
tographer on news films, short subjects, 
commercial productions and feature- 
length movies. 


GOLD BUYS TELSON 

The acquisition of the studios, equip- 
ment and facilities of Telson Studios 
has been announced by Melvin L. 
Gold, president of Mel Gold Produc- 
tions, Inc., New York. The new plant 
will be named Mel Gold Studios, Inc.., 
a wholly owned subsidiary. It is located 
at 41-01 Broadway, Long Island City. 


Martin Rich, who was manager of 





‘Best Local programs 


Paul H. Raymer Co., National Representative 








Telson before joining Mel Gold Pro- | 
ductions as production supervisor, will! 
function as studio manager of Mel 
Gold Studios, in addition to his other 
responsibilities. The new subsidiary 
also will be available on a rental basis 
to other producers. 


SLIDE PROJECTOR 

A new tv slide projector that can 
handle 36 2-by-2-inch color or black- 
and-white transparencies has been de- 
veloped by RCA, according to an an- 
nouncement by A. R. Hopkins, mana- 
ger of the broadcast and tv equipment 
department. 

Mr. Hopkins said the projector, 
which will be ready for delivery next 
January, has been designed for use 
with virtually all types of tv film 
camera systems. Coveted features that 
are incorporated in the new projector 
(type TP-7A), Mr. Hopkins said, are: 
high slide-loading capacity, visability, 
emergency projector lamp and im- 
proved color balance. 

A field test to determine the projec- 
tor performance has been staged at 
wBTv Charlotte, N. C., with successful 
results, Mr. Hopkins pointed out. 


PILZER VICE PRESIDENT 

The appointment of Herbert R. Pil- 
zer as vice president of Comprehensive 
Service Corp., New York, is announced 
by Michael Freedman, president. Mr. 
Pilzer, formerly president of Circle 
Film Laboratories, will take on the 
first task of increasing the capacity and 
services of the film plant. 


LOVE PRODUCTIONS 

The film production firm of Lalley 
and Love, Inc., has changed its name | 
to James A. Love Productions and has 
moved to 115 W. 45th St., New York. 
James A. Love is president of the or- | 
ganization, which specializes in com- | 
mercials and industrials. 





Complete line of 15-35 Camera equipment. 
Editing and Lighting equipment. Dollies, 
Lenses, TV camera accessories. Write for 
catalogue or call: 


SALES — SERVICE — RENTALS 


> SP, ok processed 
AMERA EQuIPMeENT (O..INC. poe “a “he Bi by 
CG Q CS : Movielab 


MOVIELAB BLDG 619 W. 54th St., N.Y. C - JUdson 6-O360 


315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
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OUR 
112,009th 
COMMERCIAL... 


2 one tt on Ue! 


After telecasting 112,008 commercials, we staged 
this one involving the staff and management of 
WNCT. It’s our third birthday celebration com- 
memorating our 18,761st hour of television service 
to over 177,470* Eastern North Carolina homes. . 


The month of December marks the start of WNCT’s 
fourth year of operation in a field where many 
still measure experience in months. 


Each of the folks above is a specialist, skilled in a 
particular phase of the station’s openation. How- 
ever, all of them have in common the best interests 
of our advertisers. 


FLASH! BIRTHDAY STATISTICS 
SAMPLES FROM THE NEW NIELSEN STUDY!* 


A. WNCT covers 42 Eastern North Carolina counties. 


B. 96% of the TV homes in 18 of these counties 
report regular weekly viewership of WNCT. 


C. 80% of the TV homes in 16 of these counties 
report regular daily viewership of WNCT. 


The Pulse, Inc. showed WNCT first in every minute WN bE= heel Bal D reman? cas 


of every hour of every day. Now A. C. Nielsen's figures 316,000 wette full time 
emphasize it. _ on cates See Sige. 


REPRESENTED NATIONALLY BY HOLLINGBERY 
*A. C. Nielsen Coverage Service, NCS No. 2, Spring 1956 
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TELEVISION AGE 


here is a lively difference of opin- 

ion among spot buyers and sellers 
on the recent N. W. Ayer spot pur- 
chases for Plymouth dealers. This was 
the set-up whereby the agency sent 
selected stations in multiple markets 
its requests for the kind and number 
of placements it wanted for a given 
period, and it was up to the stations 
to fill them as best they could. 

One buyer for another automobile 
account, for instance, is decidedly on 
the pro side. “I’ve asked our people to 
look into it,” he said. “I first con- 
sidered it about three years ago and, 
in fact, we’ve done it on a few occa- 
sions. And we’d do it again if the situ- 
ation calls for it. It’s a heck of a good 
idea, if only for the time, effort and 
money it saves in paperwork alone. I 
don’t think, though, it’s something that 
can be done every time as a regular 
practice. It can be done only under spe- 
cial conditions. And if you give sta- 
tions proper and sufficient benchmarks 
it ought to work.” 

A second buyer, who handles several 
accounts, also looks upon the idea with 
favor. He said: “It would depend on 
the circumstances of your campaign, 
of course. If you’re buying a lot of 
announcements that you want confined 
within a short span of time, it doesn’t 
make any difference where you are, 
and, in most cases, you probably 
couldn’t do any better if you made 
your own choices.” 

A third favoring buyer, who handles 
a drug product, stated: “Success or 
failure depends, of course, largely on 
the integrity of the station. And the 
only way you can really find out about 


December 3, 1956 


a review of 





REPORT 


current activity 


in national 
spot tv 


that is through experience. We haven’t 
bought any time this way yet, but if 
circumstances called for that method of 
buying, I think we'd try it.” 

Two other buyers, however, were 
opposed to the notion of “handing the 
station a bundle of money and letting 
them place your spots at will.” “It’s 
not that we don’t trust the stations or 
their reps,” one said, “but we still want 
to know what we’re buying and why. 
That’s our job.” 

The second opposing buyer stated: 
“This method is an expedient and even 
a good one in some cases. For instance, 
where the client is in a hurry and/or 
in a highly competitive situation, such 
as car dealers find themselves at new- 
car time. And in some instances it 
may not be a bad idea for a short and 
heavy campaign. But a sustaining cam- 
paign needs more attention and home- 
base planning. Taken all in all, while 
for some it may be feasible to let the 
station spot for you, I don’t think we’d 
ever buy that way.” 





Isabel Ziegler, timebuyer at N. W. 
Ayer & Son, N. Y., handles the very 


active Philip Morris account. 


However, the strongest dissents on 
giving the stations placement carte 
blanche came from station reps. “It 
smells,” said one. “The basis of spot 
is the ability to buy the best availabil- 
ity at any given time. When you select 
one station in a market on the basis 
of its overall rating, you’re bound to 
miss out on some good buys on the 
other stations.” A second rep seconded 
the anti view: “It’s a lazy way of buy- 
ing. It may save the agency money, 
but what does it cost the client?” And 
a third opposing rep said, “We've 
with it 


never gone along and we 


won't.” 


ALVA LABORATORIES 


(Olian & Bronner, Chicago) 

The maker of TRANQUIL TABLETS is 
concocting a full-media advertising campaign, 
including tv spot. Kay Kennelly, media 
director, is the contact. 


B. T. BABBITT CO. 


(Dancer-Fitzgerald-Sample, Inc., 

W. 2.) 

The company just began a four-week fill-in 
placement in Minnesota markets. Peter 
Triolo is the timebuyer. 


BAYUK CIGARS, INC. 


(Al Paul Lefton Co., Inc., 
Philadelphia) 

Bayuk’s campaign for PHILLIES will 
undergo a change on Jan. 12. On that date 
the company will cancel its coverage in 
eight markets on the NBC chain on which 
it sponsored the Meet the Champions show. 
(See April 1956 Spot Report.) The 
company is looking for sport shows— 
half-hour or 15-minutes—which it will place 
in markets to the east of Pittsburgh and 
Buffalo and north of Washington. Mrs. 
Billie Farren is the timebuyer. 


BENAY-ALBEE NOVELTY CO. 
(Atlantic Advertising, Inc., N. Y.) 


To promote its new Donald Duck hat this 
(Continued on page 64) 
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MORE OF TH 


T elevision advertising is a motivating force in the American 
economy. By creating the demand for more and better things, 
TV advertising moves merchandise. But equally important to its 
commercial impact is the entertainment, diversion and information 


that the medium imparts to its viewers. 


WJDM-TV, Panama City, and WEAR-TV, Pensacola, serving the fabulous 
northwest Florida Coast can see the results of these efforts firsthand. 
As a member of the NBC Program Extension Plan, PEP makes it 
possible for families in our coverage area to share in the wholesome 
enjoyment of viewing a wide variety of WJDM-TV television program- 
ming that includes 17 of the nation’s top 20 shows. These network 
shows, along with local programming, have made us a lifeline of 
communication with our viewers and a basic buy for advertisers and 


an important public service in our area. 


WJDM-TV and WEAR-TV are proud of the leadership we share as an 
NBC affiliate. 


MEL WHEELER 


General Manager 
WJDM-TV WEAR-TV 


WJDM-TY, Panama City, 




















in conjunction with WEAR-TV, Pensacola, Serves the Fabulous Northwest Florida Coast 


represented nationally by George P. Hollingbery Company. 





Spot (Continued from page 61) 

firm has bougiit time around ABC’s Mickey 
Mouse Club in 16 scattered markets. These 
will run until Christmas, then after a week’s 
layoff, will go again until spring. 

William Silverstein, media director, is the 
timebuyer. 


BON AMI CO. 

(Ruthrauff & Ryan, Inc., N. Y.) 
Another JET BON AMI one-day saturation 
Sellethon went on Nov. 27 and 28 in over 
90 markets throughout the country. The 
company is, in addition, using spot schedules 
in many of these markets. Vince DeLuca 
is the timebuyer. 


COLGATE-PALMOLIVE Co. 
(Carl S. Brown Co., N. Y.) 


Colgate activity from this agency will get 





South Arkansas’ only tv station 
serving a market of over a 


quarter-million people. 


hee 


Represented by 
John E. Pearson Co. 


ts 





underway around the middle of January. 
Plans are now being formulated. Rose-Marie 
Vitanza is the timebuyer. 


HILLS BROS. COFFEE, INC. 
(N. W. Ayer & Son, Inc., 


San Francisco) 

The company will be calling on spot tv to 
help introduce its instant coffee in California 
markets. Carl Zachrisson, vice president, 

is the contact. 


HOTPOINT CO. 
(Maxon, Inc., N. Y.) 


Look for spot activity coming from this 
company soon. Tom P. Maguire, business 
manager tvy-radio, is timebuyer. 


INTERNATIONAL SALT CO., 


(Batten, Barton, Durstine & Osborn, 
Inc., N. Y.) 


The word here is that this company will not 
be using tv spot as heavily in 1957 as it 
did this year. There was no further ampli- 
fication as to whether the reduction would 
come in the number of markets or frequency 
within the same markets. The 1956 buys 
for International were for ID’s in the 
following 14 states east of the Mississippi: 
Ala., Conn., Fla., Ga., La., Me., Mass., N. Y., 
N. C., Ohio, Pa., S. C., Tenn. and Va. 

Ed Fieri is the timebuyer. 


ANDREW JERGENS CO. 

(Robert W. Orr & Associates, Inc., 
N. Y.) 

This company is promoting its new WOOD- 
BURY BEAUTY AND DEODORANT 
SOAP containing Miracle XL-7. It is 
currently being featured on the company’s 
portion of NBC’s Steve Allen Show. There 
will be an expansion of advertising as 
distribution for the product increases. Spot 
stands a good chance to get attention. Nina 
Flinn is the timebuyer. 


LANGENDORF UNITED 
BAKERIES, INC. 

(Compton Advertising, Inc., 

San Francisco) 

This firm will start in January to sponsor 








Nat Gayster, timebuyer at Ted Bates 
& Co., Inc., N. Y. is buying for White- 
hall’s Preparation H. 


the new TPA half-hour series, Hawkeye and 
the Last of the Mohicans, in 13 west coast 
markets. In these markets the Langendorf 
chain is now sponsoring NBC Television’s 
Steve Donovan, Western Marshal. Norman 
E. Mark, vice president and manager of the 
San Francisco branch, is the contact. 


LARSON LABORATORIES, INC. 
(Hilton & Riggio, Inc., N. Y.) 


To introduce its new remedy for sinus and 
post-nasal drip called MINTGLO, the 
company will use spot tv. It will select 

a test market in the east sometime after 
the first of the year and, a spokesman said, 
“then we will go on from there.” Marie 
Carayas is the timebuyer. 


LEVER BROS. CO. 
(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 


The coverage for Lever’s HUM, a liquid 
detergent, which has been in test markets 
since summer, should. be expanded sometime 
early in 1957. No definite date is known. 
Jack Canning is the timebuyer. 


LIGGETT & MYERS TOBACCO 
co. 
(Dancer-Fitzgerald-Sample, Inc., 


Although plans are said to be uncertain at 








Produces meaty results 


For grinding out sales, you can’t beat wxIx! 
So says one of Milwaukee’s leading producers 
of quality sausages. Linking upped business to 








his weekly half-hour program on wxIx, Charles Schaaf, 
president of the Schaaf Sausage Co., frankly admits: 
“Results have been most gratifying. Wider distribution and 
sales are in no small way attributable to our television 
advertising. Ratings have been constantly growing. High- 


Wy 


CBS Owned « Channel 19 « Milwaukee 
Represented by CBS Television Spot Sales 


quality WxIX programming and production have helped 
sell Schaaf’s to Milwaukee.” Moral: Your wurst sales 
problems are solved on high-grade, low-cost WxIXx. 
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this time, it is expected that L & M’s will 
get heavy spot infiltration in 1957. Lionel 
Furst is the timebuyer. 


LOWELL TOY, INC. 
(Atlantic Advertising, Inc., N. Y.) 


As predicted in June Spot Report, the 
company is now running schedules in 12 
markets, some in the midwest but most 
of them in the east. These schedules will 
end at Christmas. William Silverstein, 
media director, is the timebuyer. 


MICRO-MOISTURE CONTROLS, 
INC. 


(Ashe & Engelmore Advertising, Inc., 
N. Y.) 


Any further activity for this account depends 
on distribution. Thus far, it has used two 
spots on NBC’s eastern lineup on Today and 
Tonight. Future promotion for THERMO- 
CHEF, the company’s redesigned thermo- 
dynamic cooker, will very probably include 
spot. Phyllis Knochen, media director, is 
the timebuyer. 


MIDWEST PROFESSIONAL 
LAUNDRY FOUNDATION 


(Feigenbaum & Wermen Advertising 
Agency, Philadelphia) 

The Betty Best campaign which has been 
used successfully in the east for some time 
by members of that section’s Professional 
Laundry Foundation (see June 1955 Spot 
Report) is now running in four midwest 
markets: wcia Champaign, woc-Tv 
Davenport, WTvH Peoria and WREX-TV 
Rockford. These schedules will go until 
May. Morton Yarnow, tv director, is the 
contact. 


MINUTE MAID CORP. 
(Ted Bates & Co., Inc., N. Y.) 


The company started schedules in 22 major 
markets for its orange juice, using minutes 
and 20’s. The spots began on Nov. | and 
are set to run through October 1957. 

A short time before that starting date, 
Minute Maid began schedules for its fruit 
and vegetable drinks in upstate New York. 
When distribution for these products is 
increased, the company will use spot in 
most all new areas. However, company 
spokesman said that this will not happen 
for at least a year. Frank Thompson is 
the timebuyer. 


MITCHELL MANUFACTURING 
CO., division of Cory Corp. 


(Rothbardt & Haas Advertising, Inc., 
Chicago) 


More than $1 million of a projected 
$2.5-million advertising campaign for 1957 
will go into “Operation Saturation,” 

a local newspaper-ty-radio effort in 110 
markets throughout the country. This effort 
will take place during the coming summer 
and will run for eight weeks, featuring 
Mitchell’s new sweep cooling concept called 
ROTO CONE. This campaign will be a 
co-op arrangement. Anne McLarnan, media 
director, is the contact. 


MONARCH WINE CO. 
(Emil Mogul Co., Inc., N. Y.) 


Many of the schedules for MANISCHEWITZ 
WINE are to end when this year is out. 

At press time, the budget for next year was 
not in, so that plans are still not certain. 
However, it is confidently expected that 

this company will, as it has in the past, 

be active in 1957. It is possible that 


(Continued on page 66) 








Ne hopes 2 DORE 


A MILLION WATTS. SALUTES 
30 YEARS wid by . Cc SERVICE! 


STORER NATIONAL SALES HEADQUARTERS 


BOB WOOD, National Sales Manager, 118 East 57th Street, New York . Eldorado 5.7690 
LEW JOHNSON, Midwest TV Sales Manager, 230 North Michigan Avenue, Chicago «sss» PRankiin 2.6498 
GAYLE V. GRUBB, V. P., West Coast Sales Manager, 111 Sutter Street, San Francisco Sutter 1-363) 


Represented Nationally by NBC Spot Saies 








Spot (Continued from page 65) 


several of the current buys will be carried 
on and that some will be ended before 

the big spring push. Mrs. Elaine Schachne 
Whalen is the timebuyer. 


PHILIP MORRIS, INC. 

(N. W. Ayer & Son, Inc., N. Y.) 

In reviewing the Philip Morris spot picture, 
we find: the company favors 20-second 
announcements to 10-second ID’s and has 
been in the process of converting to 20's. 
PM has also been buying spots in feature 
films, and recently purchased half-sponsor- 
ship of a full feature once a week in Los 
Angeles. In some cases these buys into 
features were new, and in others they were 
changes from former positions. The company 
is always looking for good buys. It now 
has schedules in 64 markets. Isabel Ziegler 
is the timebuyer. 


MORTON PACKING CO. 
(Ted Bates & Co., Inc., N. Y.) 


This firm’s big spot campaign of day and 
night minutes (see Sept. 10 Spot Report) 

is over at the end of the year. Plans are 

not definite for 1957, except that it is 
almost certain that Morton will go on using 
spot. If it follows previous patterns, 

it will get under way around February. 
William Warner is the timebuyer. 


NATIONAL AIRLINES, INC. 


(Hoite Agey Advertising, Inc., Miami) 
This airline has just appointed the Hoite 
Agey agency to take over its advertising. 

It runs schedules in New York, Washington, 
Jacksonville, Orlando and Miami. Peter 
Finney, partner and vice president, super- 
vises the account. 


NATIONAL HEALTHAIDS, INC. 
(Product Services, Inc., N. Y.) 


The company is still buying 15-minute 
demonstration films for DERMAGENE, 
a liquid skin lotion. Leo La Montagne 
is the timebuyer. 


NATIONAL OATS CO. OF 
EAST ST. LOUIS 


(Lynch, Hart & Stockton Advertising 
Co., St. Louis) 


For its CORNO FEEDS the company is 
using spot schedules in five midwest markets. 
Richard C. Lynch, president and treasurer, 
is the contact. 








Agency Timebuying Assignments* 
J. WALTER THOMPSON CO., N. Y. 


Director of media: Arthur Porter, v. p. 

Associate media directors: Alvin Dryer, Jack Green, Richard P. Jones, James 
Luce, Gerry Vernon, Anne Wright. 

Broadcast and station-relations supervisor: Ruth Jones. 

Timebuyers: Polly Allen, Marie Barbato, Joe Barker, Richard Branigan, Paul 
Campbell, Gordon Dewart, Gil Erikson, Tom Glynn, Ed Green, Robert 
Hadley, James Horning, Richard Joseph, Mario Kircher, Michael LaTerre, 
Frank Marshall, Peg McAulay, Ronald Powers, Allan Sacks, Sam Scott, Jayne 
Shannon, John Sisk, Nancy Smith, Dorothy Thornton, Beverly Turner, Harold 
Veltman, Richard Vorce. 

Media research, Carroll Hudders; broadcasting analyst, Lucian Chimeme; depart- 
ment manager, Marian Dyar. 


Each associate media director at J. Walter Thompson supervises a number of 
accounts. The following is a list of associate media directors, their accounts and 
the timebuyers assigned to each of these accounts. 


Alvin Dreyer: ALUMINIUM, LIMITED, INC., AMERICAN GAS & ELECTRIC, 
ASSOCIATION OF AMERICAN PLAYING CARDS, ASSOCIATED HOSPITAL 
SERVICE OF N. Y. (Blue Cross), ATLANTIS SALES CORP., CIBA PHAR- 
MACEUTICAL PRODUCTS, INC., FARRELL LINES, E. F. HUTTON CO., 
JOHNS-MANVILLE CORP., MASSACHUSETTS MUTUAL LIFE INSURANCE 
CO., NATIONAL ASSOCIATION OF INVESTMENT COS., NEW HOLLAND 
MACHINE, OWENS-ILLINOIS GLASS CO., W. F. YOUNG; Marshall-Powers. 
FRANCIS I. DU PONT CO., U. S. LINES, U. S. PLAYING CARD CO.; 
Marshall. 


Jack Green: EASTMAN KODAK CO., SEVEN-UP CO. (N. Y. area), J. B. 
WILLIAMS CO.; Sisk-Vorce. LEVER BROS. CO.; Sisk. 


Richard P. Jones: PAN AMERICAN-GRACE AIRWAYS, INC., PAN AMER- 
ICAN WORLD AIRWAYS, INC., SYLVANIA ELECTRIC PRODUCTS, INC., 
WOOL BUREAU, INC.; Shannon-Allen, READER’S DIGEST, U. S. BREWERS 
FOUNDATION: Shannon. SCOTT PAPER CO.; Shannon-Barbato-Horning. 


James Luce: FORD MOTOR CO.; Glynn-Thornton. FORD DEALER 
ADVERTISING ASSOCIATIONS; Scott. FORD DEALER CO-OPERATIVE 
ADVERTISING; Branigan - Campbell - Greene - Hadley -Joseph - LaTerre. FORD, 
ENGLISH BUILT; Glynn. SHELL OIL CO.; Glynn-Dewart-Erikson. 


Gerry Vernon: CHURCH & DWIGHT CO., NEW, YORK CENTRAL RAIL- 
ROAD CO., STANDARD BRANDS, INC.; Barker-Veltman. H. F. RITCHIE, 
INC., WARD BAKING CO., Barker-Kircher. DEVOE & RAYNOLDS CO., INC., 
THOMAS A. EDISON, INC., INSTITUTE OF LIFE INSURANCE, IRVING 
TRUST CO., PUROLATOR PRODUCTS, INC., SHELL CHEMICAL CO., 
TRICO PRODUCTS CORP.; Barker. 


Anne Wright: AQUASCUTUM, LTD., BUITONI FOODS CORP., BURLING- 
TON INDUSTRIES, INC., FIELDCREST MILLS, INC., ONEIDA, LTD., RKO 
TELERADIO PICTURES, INC.; Sacks-McAulay. BRILLO MANUFACTURING 
CO., MENTHOLATUM CO.; Smith-Turner. CHESEBROUGH-POND’S, INC.; 
Smith-McAulay. CROMPTON-RICHARDS; Sacks-Turner. 

* One of a series. 











firm is in about 15 markets on a spot basis. 
These spot buys include announcements 
(20’s only), news shows and film programs. 
The company is not looking for any more 

) spot, but if any good buys come to its 
attention, it will consider them. Ruth M. 
Bayer is the timebuyer. 


PROCTER & GAMBLE CO. 


PHARMACEUTICALS. INC (Dancer-Fitzgerald-Sample, Inc., 
: ’ . W. -¥.) 
Leo La Montagne, timebuyer at Prod- (Edward Kletter Associates, Inc., 


uct Services, N. Y., is making place- jy Y.) 
ments for National Healthaids, Inc. 2 


PETER PAUL, INC. 
(Dancer-Fitzgerald-Sample, Inc., 
W. 3; 


This big spot user is arranging a four-week 
hiatus around the Christmas holidays. 

But it will be back again in its over-100 
markets. Lee Gaynor is the timebuyer. 





Contrary to reports elsewhere, OXYDOL 
did not make buys in major markets. 


In addition to its four network shows, this (Continued on page 68) 
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How to Sell 
with Tv 


The TELEvision AGE series 
of Product Group Success 
Stories goes deeply into each 
field of business, then outlines 
in detail the many ways firms 
in these fields have met their 
problems through television 
advertising. 


Each article includes dozens 
of actual television success 
stories. This hard hitting ma- 
terial will help you show hard- 
to-sell prospects how they can 
use tv to build sales. 


Reprints are available at 25c 
each, 20c in lots of 10 or more. 
Just fill out the coupon. 


Reader’s Service 


Television Age 


444 Madison Avenue 
New York 22, N. Y. 
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WHAS-TV’s 
Channel 11* 


WHAS-Tv’s channel 11 figure 
was developed to lend a specific 
video identification personality 
to a station which has gone to 
great lengths to establish its 
“part of the community” per- 
sonality. The “personality plan” 
is a part of the Louisville sta- 
tion’s programming and selling 
design. 

The channel 11 figure grew 
out of an 18-month search by 
WHAS-TV promotion manager Bill 
Loader for an_ identification 
which would give the station in- 
dividuality, implant channel 11 





in the minds of viewers and at 
the same time provide an identi- 
fication which would take full 
advantage of the remarkably suc- 
cessful CBS-TV “eye” promo- 
tion. 

This suggested use of the fig- 
ure 1] and an eye or eyes. Mr. 
Loader prepared several rough 
sketches in order to present the 
idea to WHAS-TV’s management. 
When the idea was approved, set 
designer Allan Blankenbaker, a 
former Walt Disney artist, was 
brought into the picture to refine 
and improve the drawing. The 
present figure was decided upon. 

From the moment the channel 
11 figure first appeared, he was 
involved in a saturation promo- 
tion effort. From every quarter 
the station has heard about the 
“show that’s on channel 11.” 


* One of a series. 

















PERSONALIZED 
SALES 
SERVICE 


Use our Madison Avenue 
address and phone number 
as your New York office. 





We are prepared to act as 
your sales manager—we’ll 
supplement your repre- 
sentatives or act as your 
reps independently. We'll 
get your sales story in front 
of New York and Chicago 
agencies insuring more busi- 
ness for your station. We 
operate on a retainer and 
commission basis. 


Write for further informa- 
tion. 
BOX 101 
TELEVISION AGE 





You can‘t cover 
I -Vaat-sater-| 
without 


MONTANA 
The Continental 
Divide Station 

KXLF-TV4 


Metropolitan Montana 


s 


Top power 1 and 1/2 
miles in the sky. 
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Spot (Continued from page 66) 
The only recent activity has been in two 
smaller markets. Walter Teitz is the time- 
buyer. 


HAROLD F. RITCHIE, INC. 
(Atherton & Currier, Inc., N. Y.) 


For BRYLCREEM the company is testing 
the pull of half-hour films in five southern 
markets: Norfolk, Richmond, Greensboro, 
N. C., Atlanta and Birmingham. This effort 
started Nov. 26. Hubert Sweet is the 
timebuyer. 


HELENA RUBINSTEIN, INC. 
(Ogilvy, Benson & Mather, Inc., 
N. Y.) 


This firm seems to be stirring up advertising 
activity. Right now the situation is “in 
review in all media.” It is known that the 
company is trying to look into ways and 
media to capture the teenage market. Also 
up for review are various copy approaches. 
It may be that in the final analysis, the copy 
approach will determine the media choice. 
Look for the decision early in 1957. 

Ann Janowicz is the timebuyer. 


C. SCHMIDT & SONS, INC. 
(Al Paul Lefton Co., Inc., 
Philadelphia) 


The company bought a five-minute, across- 





Percival Named 


Martin H. Percival has been 
appointed general manager of 
the San Francisco office of the 
John E. Pearson Co., radio-tele- 
vision station representatives, 
effective at once. Mr. Percival 
will be assisted by Miss Sue 
Masterson. Tim Timothy will 
continue as supervisor of the 
Pearson company’s West Coast 
operations, 
working out 
of the San 
Francisco of- 
fice. 

A native of 
Indianapolis, 
Mr. Pervical, 
34, graduat- 
ed from Har- 
vard with a 
B.S. degree in business admin- 
istration and economics. He was 
associated with Sullivan, Stauf- 
fer, Colwell & Bayles, Grey Ad- 
vertising, McCann-Erickson and 
NBC Spot Sales. With this latter 
firm, he was transferred in De- 
cember, 1954, to the San Fran- 
cisco office and has worked in 
NBC radio spot sales on the west 
coast since that time. 
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SAM VITT, timebuyer at Doherty, 
Clifford, Steers & Shenfield, Inc., New 
York, has been named to handle 
Pharmaco Inc.’s Regutol, which was 
just assigned to DCS&S, as well as the 
company’s Feen-a-Mint, Chooz and 
Medigum. 


FRANK HOWLETT has _ been 
named head timebuyer on the Falstaff 
Brewing Co. account at Dancer-Fitz- 
gerald-Sample, Inc., New York. Mr. 





Howlett’s former accounts have been 
split up among other buyers. LEE 
GAYNOR will timebuy for General 
Foods’ Cheerios, Peter Paul and the 
U.S. Army account. PETE TRIOLO 
will take over B. T. Babbitt (Bab-O). 





Personals 


PETER SAMAN resigned his time- 
buying spot at D-F-S last month. In 
addition, the appointment of VIN- 
CENT J. CONNELLY as _ business 
manager for legal affairs in the tv- 
radio department has been announced 
by the agency. 


PAUL C. GUMBINNER, tv-radio 
director, and ANITA WASSERMAN, 
timebuyer at Lawrence C. Gumbinner 
Advertising Agency, Inc., New York, 
are presently slated to handle all the 
timebuying for the newly-acquired 
Block Drug Co. account (Amm-i-dent 
Toothpaste, Omega Oil, Minipoo 
Shampoo, Poslam Ointment, Stera- 
Kleen Denture Cleanser and Laxium). 
The Gumbinner agency officially takes 
over the account Jan. 1. 


PAUL NELSON has been ap- 
pointed farm specialist in the tv-radio 
department of Gardner Advertising 
Co., St. Louis. The agency has just 
set up expanded creative and market- 
ing services for clients interested in 
farm markets. 


IRV WILSON is now assisting 
broadcast buyer Grace Porterfield at 
Benton & Bowles, Inc., New York, on 
General Foods’ Instant Maxwell House 
Coffee. 








the-board show to start on Dec. 3 on 
wcau-tv Philadelphia. This supplements 
Schmidt's previous buys in New Britain, 
Lancaster, Johnstown and Portland, Me. 
Mrs. Billie Farren is the timebuyer. 


F. SCHUMACHER & CO. 

(Ehrlich, Neuwirth & Sobo, Inc., 

N. Y.) 

For its WAVERLY FABRICS this company 


is using radio schedules for seven weeks 
in 27 selected markets beginning the week 
of Jan. 7.-At this point it is not intending 
to buy any tv, but good results from the 
radio campaign might result in tv spot 
getting a play in the spring. Rene Gels- 
worth, media director, is the timebuyer. 


SGT. MARTY SNYDER FOODS 


(Kastor, Farrell, Chesley & Clifford, 
Inc., N. Y.) 


The agency has just taken on this account. 
The company will be testing in a few 
markets using broadcast media. Whether 
it is tv or radio or both depends on which 
markets are selected for the test. Jack 

B. Peters, vice president and media director, 
is the contact. 


STATE PHARMACAL CO. 

(Olian & Bronner, Chicago) 

This firm, now a part of Lanolin Plus, Inc., 
will be using tv spot in the first quarter 

of 1957 as part of an all-media campaign. 
Kay Kennelly, media director, is the contact. 


STERLING DRUG, INC. 
(Carl S. Brown Co., N. Y.) 


Sterling spots placed by this agency expire 
at the end of the year, but they are all 
expected to’be renewed. Rose-Marie Vitanza 
is the timebuyer. 


TARR, INC. 
(Gregory-House Adv., Cleveland) 
This chain of SLENDERAMA establish- 


ments is planning to raise its advertising 
budget for 1957, and tv spot seems to be 
in the company’s thinking. The chain already 
has salons in Cincinnati, Columbus, Dayton, 
Toledo, Louisville, Indianapolis and Kansas 
City, and it is seeking to set up franchises 
in a least a score of other cities as soon 

as possible. Honor Gregory, president, 

is the contact. 


TEXAS CO. 
(Cunningham & Walsh, Inc., N. Y.) 


As suggested in Nov. 5 Spot Report, the 
company is getting under way in spot. 

It has started in a handful of markets 

in the east and south and will gradually 
pick up markets in other areas. The 
campaign will eventually be a national one. 
Jeremy Sprague is the timebuyer. 


WHITEHALL PHARMACAL CO. 
(Ted Bates & Co., Inc., N. Y.) 


The company is making new buys in adding 
to its present setup for PREPERATION H. 
Nat Gayster is the timebuyer. 















Pills by the billion pop down the mouth of this vital market. Proof: last 
year it coughed up $309-million for pharmaceutical and drug sales. But are 
you getting your share? Here’s the country’s 18th television market. West- 
ern Michigan is YOURS . . . when you buy WOOD-TV, Grand Rapids’ 


only television station. Ask us to tell you more. ne a—agega 
@GRAND RAPIDS 
et ING 
ANS! fa 
. * BATTS GREER 
KALAMA2Z606 : 
- 


3 GRAND RAPIDS, MICHIGAN 


GRANDWOOD BROADCASTING COMPANY © NBC BASIC; ABC SUPPLEMENTARY *® ASSOCIATES: WFBM-AM 
AND TV, INDIANAPOLIS; WFDF, FLINT; WTCN-AM AND TV, MINNEAPOLIS e¢ REPRESENTED BY KATZ AGENCY 
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America’s number one mystery adventure series 
rings up top ratings everywhere. In a key market 
like Cincinnati, for example, ELLERY QUEEN not 
only has the highest rating* of any syndicated 
program —it also outrates top network favorites 
such as $64,000 Question, Climax, Jackie Gleason, 
Alfred Hitchcock, Dragnet, and many, many others. 

*24.7 Pulse, September 10, 1956 









starring 





Your own survey will prove 
.: to you that more people are 
— ELLERY QUEEN fans than for 
any other mystery adventure series. 
No wonder! Books, anthologies, Ellery 
Queen magazines, motion pictures, 
network radio series, all with multi-million, 
astronomical circulations, and now the 
brilliantly-produced television series are 
your guarantee of the big audiences you 
want. Let demonstrate to you how the 
ELLERY QUEEN series can best serve you, too. 





eee "" EDWARD SMALL - MILTON A. GORDON - MICHAEL M. SILLERMAN 
: Chairman President Executive Vice-President 
488 Madison Ave., New York 22, N.Y. + PL. 56-2100 3 








P. hone (Continued from page 47) 


With this background of radio suc- 
cess, it was decided to try to transfer 
these values to television. There were 
new problems. A major headache was 
the production of a film show with 
quality programming which could be 
pro-rated cost-wise on a regional-usage 
basis. Competitive programs and com- 
petition for preferred time slots were 
troublesome. But in the end these were 
worked out, and the present program 
delivers an audience at a cost com- 
parable to average syndicated and net- 
work shows. 

After the films are used on television 
they are turned over to two Ohio Bell 
film libraries for showings to schools 
and other groups. The program is made 
to order for teaching Ohio history in 
the schools. In 1954, the films were 
shown 2,002 times to an audience of 
100,191. In 1955, total showings had 
risen to 4,701 to an audience of 234, 
403. This year, in seven months the 
films have been shown 7,285 times to 
an audience of 349,243. 


Many Requests 


Actually, libraries are unable to keep 
up with requests, and Ohio Story book- 
ings stimulate orders for other Bell 
system films, a further advantage to 
the company. 

“We believe The Ohio Story has 
contributed in great measure toward 
establishing a more favorable cor- 
porate climate for Ohio Bell,” says J. 
C. Heiskell, general advertising mana- 
ger of the organization. “It has given 
the company an opportunity to be as- 
sociated with many of the most signi- 
ficant people, events and institutions 
of Ohio’s past and present. It has also 
given the company the opportunity to 
unbend a little, by pointing out some 
of the lighter elements or moments in 
Ohio’s past and present. And it has 
‘localized’ the company, by taking the 
camera into all corners of the service 
area to seek out stories.” 

Stations carrying The Ohio Story 
this year are: WAKR-TV Akron, wJw- 
tv Cleveland, wLw-c Columbus; wLw- 
D Dayton; wstTv-Tv Steubenville, wspp- 
TV Toledo, WFMJ-Tv Youngstown and 
wuHiz-tv Zanesville. 

Supplementing The Ohio Story, 
Ohio Bell uses 20-second announce- 


Mr. Sun is the hero of Our Mr. Sun, 
the first program in the Bell Telephone 
System’s new science series, which was 
telecast on CBS-TV on Monday, Nov. 
19. A real egotist, Mr. Sun tends to be 
boastful about his power but doesn’t 
impress his constant companion in the 
one-hour show, Father Time. 


ments and 10-second ID’s in all Ohio 
Bell television markets. While the pro- 
gram commercials (two per show, a 
one-minute and 20-second) deal with 
institutional themes as well as promo- 
tional, spot advertising is used pri- 
marily to promote calling by number, 
yellow-page usage, long distance and 
extension sales. 

Like The Ohio Story, most Ohio Bell 
commercials are produced on film, 
which the company feels is cheaper and 
more flexible. Each commercial is used 
several times, which lowers the per-unit 
cost of showing. Ted Malone, a well- 
known tv commentator, has narrated 
many of the one-minute commercials. 
Usually about six commercials are pro- 
duced at one time for maximum 
economy. 

Commercials have been made using 
both limited and full animation. Ani- 
mated jingles have been unusually 
popular. In addition to the locally pro- 
duced commercials, the company uses 
those made available by Long Lines, 
AT&T and associated companies. 

Ohio Bell has had considerable suc- 
cess with 10-second station-identifica- 
tion announcements. In general the 

(Continued on page 74) 





Chart 


Valiant Lady 12-12:15 p.m. Mon.- 
Standard Brands; Tue.—Wesson Oil; Wed. 
— Mills; Thu.——Toni; Fri-Gen. 

8 


House Party 2:30-45 p.m. Mon., Wed., 
—Lever; Tue., Thu. —palecg. 2:45- 3 
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days and one on Wednesday evening). 
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company finds that they are about one- 
half the price of 20-second announce- 
ments and are available with stronger 
adjacencies. 

To improve its schedule, each sta- 
tion in the company area is provided 
with a weekly schedule (including 
cost) of each announcement purchased. 
Each station is asked to analyze this 
schedule against its own availabilities 
to see if it can better the existing 
schedule. 

“These station offerings are weighed 
at the agency-client level to make cer- 
tain all availabilities fall into our 
audience, cost and frequency patterns,” 
says Mr. Heiskell. “A continuous cost- 
per-thousand evaluation is maintained 
in the McCann-Erickson media depart- 
ment (using all rating services) to 
guide—but not determine—which an- 
nouncements should be selected. 

“Ohio Bell does not use ratings as a 
substitute for judgment,” Mr. Heiskell 
adds, “since many times the avail- 
ability with the most favorable cost- 
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A scene from The False Witness, one of the chapters of The Ohio Story, Ohio Bell 
Telephone Co.’s continuing series about the state. The Ohio Story appears on 
waKR-Tv Akron, wyw-tv Cleveland, wLw-c Columbus, wLw-pD Dayton, WsTv-TV 
Steubenville, wsep-tv Toledo, WFMJ-TV Youngstown and wuiz-tv Zanesville. 


per-thousand ratio does not provide 
the most desirable audience. However, 
this buying process has maintained our 
average cost-per-thousand impressions 
at well under one dollar, usually about 
one-half of that.” 

Ohio Bell makes an effort to co- 
ordinate tv themes with those in other 
media, which makes it difficult to iso- 
late the specific effect of tv. However, 
company surveys made by the direc- 
tory department, asking specifically 
about recall of tv advertising, show an 
85-per-cent awareness. In 1952, before 
tv, this awareness to directory adver- 
tising was 60 per cent. Promotion of 
directory use, limited to television 
(with the exception of a small amount 
of radio), shows that use of the yellow 
pages stood at 93.3 per cent in 1953, 
and in 1955 had risen to 96 per cent. 
Use of them weekly in 1953 was 33.6 
per cent, and in 1955 that had risen to 
51 per cent. 

“Similar case histories,” continued 
Mr. Heiskell, “are suggested by our 
experience with call-by-number and 
long-distance promotion.” Recall on 
call-by-number advertising, during two 
years of tv promotion, increased from 
37 to 71 per cent. A one-year cam- 
paign, encouraging long-distance call- 
ing, increased the recall measure from 
30 to 57 per cent. 

In the east, the New York Telephone 
Co. has been unusually successful with 
its yellow-pages drive on television, 


bringing the number of customers who 
recall having seen telephone subjects 
a number of times up within six 
months from 27 per cent to 35 per 
cent. In addition, 25 per cent say they 
have seen such commercials once or 
twice, bringing the total remembering 
the telephone announcements to over 
60 per cent of set-owners. 


$150,000 on Classified 


The company is expected to spend 
around $150,000 this year in the pro- 
motion of its yellow pages on tv alone. 
Other, ‘smaller shares of an overall 
half-million-dollar classified budget 
will go into radio, car cards, news- 
papers, outdoor, etc. 

BBDO, agency for New York Tele- 
phone, leans heavily toward animated 
commercials for its television sched- 
ules. Built around the basic theme, 
“the easy way to find it fast,” these 
announcements show how the yellow 
pages can help solve personal prob- 
lems. 

New York Telephone has been a 
participating sponsor on Million Dol- 
lar Movie on wor-Tv New York since 
September 1954. That station’s policy 
of repeating the same feature film all 
week long guarantees an unduplicated 
audience which station executives say 
reaches about 50 per cent of all tv 
homes in the city. Agreement gives 
New York Telephone 16 one-minute 
announcements and 16 ID’s a week. 








In upstate cities New York Tele- 
phone uses minutes and 20-second an- 
nouncements in most television mar- 
kets. In addition to yellow-page 
advertising, New York Telephone pro- 
motes long-distance calls and extension 
sales. During the third quarter of 1956 
commercials were sponsored on WNBF- 
TV Binghamton, WBEN-TV and WBUF-TV 
Buffalo, wcBs-Tv and wor-tv New 
York, wpetz-tv Plattsburg, wRcB Sche- 
nectady, WHEN-TV and wsyR-Tv Syra- 
cuse, WKTV Utica and wcny-Tv Water- 
town. 

Southwestern Bell Telephone Co., 
with headquarters in St. Louis, has 
found television is an effective medium 
in terms of results per dollar spent, 
according to Douglas Williams, vice 
president. 

“With our shows in Texas, Okla- 
homa and Missouri we are able to 
realize an extra economy in continuing 
use of these films through our film 
libraries,” Mr. Williams states. “Being 
localized to each state and educational 
in context, these films are popular with 
schools and clubs.” 

Southwestern Bell has used three 
company-produced 15-minute shows: 
Spotlight on Texas, Spotlight on Mis- 
souri, What's Behind Your Telephone 
(Oklahoma) and Halls of Ivy (Ar- 
kansas), a TPA 30-minute syndication. 
Some two-thirds of the commercials 
used are one-minutes and the rest 20- 
seconds. It is estimated that about half 
are live and the other half on film. 
Commercial themes were divided about 
as follows: yellow-page usage and sales 
support, 3] per cent; call-by-number 
reminders, 30 per cent; value of tele- 
phone service, 17 per cent; long-dis- 
tance usage promotion, 12 per cent; 
sales of additional items, 10 per cent. 

Most spot advertising has been on 
yellow-page sales support in the larger 
cities. 

Costs of the new network show, 
Telephone Time, are forcing South- 
western Bell to curtail its programs in 
the area, but it will continue to use 
spot tv on all the subjects formerly 
promoted through these programs. 

Stations which were used during 
the third quarter of 1956 include: 
KARK-TV Little Rock, KTVH Wichita, 
KCMO-TV Kansas City, kKswo-tv Law- 
ton, WKyY-Tv Oklahoma City, KoTv 
Tulsa, KTBC-Tv Austin, WBAP-Tv Fort 
Worth, Kest-tv Harlingen, KPRC-TV 


Houston, KENS-Tv San Antonio and 
KCEN-TV Temple. 

The Chesapeake and Potomac Tele- 
phone Co. serves the District of 
Columbia, Maryland, Virginia and 
West Virginia. Each of the four units 
of the company entered television 
several years ago on a market-by-mar- 
ket basis. Since then they have used 
spot commercials consistently. Tele- 
vision programs have been employed 
for special events and special situa- 
tions. 

Television has been used to empha- 
size sales promotions such as long 
distance, extension telephones and 
yellow-page messages. 


Promotional Subjects 


“We have not chosen to use the 
medium for strictly public-relations 
messages,” says Robert F. Kurtz of 
N. W. Ayer & Son, Philadelphia, the 
company’s agency. “We believe these 
subjects do not lend themselves to 
spots, and we do not feel we can make 
extensive use of repeat public-relations 
commercials. Promotional subjects do 
lend themselves to spots, and the cost 
of commercials can be amortized 
through repeating, with no irritation 
factor on the part of the audience.” 

The agency feels that results of C&P 
television activities are difficult to 
measure, since no subjects are re- 
stricted to television alone. The com- 
panies have reported, however, that 
their televised messages receive a high 
degree of comment from the area 
served and, in addition, company 
personnel think highly of television. 

Chesapeake & Potomac of Washing- 
ton uses stations WMAL-TV, WRC-TV and 
wtop-Tv. Chesapeake & Potomac of 
Maryland carries commercials on the 
three Baltimore stations, WAAM, WBAL- 
TV and WMAR-TV. Chesapeake & Potomac 
of Virginia uses WLVA-TV, WDBJ-TV and 
wsLs-Tv of the Lynchburg-Roanoke 
area, WTAR-TV and wvEc-Tv for Nor- 
folk-Hampton and wxEx-Tv and wrRva- 
Tv for Richmond-Petersburg. Chesa- 
peake & Potomac of West Virginia 
places spots on WSAZ-TV and WCHS-TV 
for Huntington-Charleston 
WTRF-TV for Wheeling. 

Other associates in the Bell group 
which are currently maintaining tele- 
vision schedules, with the stations they 
are using, follow: 


and on 
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e “The reception is wonderful and 
I just can’t express the thrills we 
have because you are affiliated with 
CBS.” 


BLUEFIELD, WesT VIRGINIA 


e “....You are certainly putting 
a beautiful picture down here.” 
RANDLEMAN, NORTH CAROLINA 


e “I thought maybe you would like 
to know that I am getting a perfect 
picture, and we're 96 miles from the 
city limits of Roanoke.” 
WAYNESBORO, VIRGINIA 


e “Your picture by far exceeds any 
we have ever had here.” 
Rupert, WesST VIRGINIA 


e “The reception is real good. 
We live 100 miles from Roanoke.” 
ADKINS, VIRGINIA 


e “Your signal here is excellent.” 
HiGcH Point, NorTH CAROLINA 


CBS AFFILIATE 
TOP POWER 


316,000 Watts 


TOP ELEVATION 


2000 feet above average terrain — 
3936 feet above sea level 


Ask Peters, Griffin, Woodward! 


VA. 


ROANOKE, 
Owned and operated by 
the Times-World Corp. 


Peters, Griffin, Woodward, Inc. 
National Representatives 
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@ For the third quarter of 1956 the 
Bell Telephone Co., of Pennsylvania is 
using WGAL-TV Lancaster; WCAU-TV, 
WFIL-TV and wrcv-Tv Philadelphia; 
KDKA-TV Pittsburgh, and WBRE-TV and 
wILK-Tv Wilkes Barre. 

@ The Mountain States Telephone 
and Telegraph Co., during the months 
of July, August and September, used 
television campaigns on KVAR Phoenix; 
KKTv and KCcsJ-Tv Colorado Springs- 
Pueblo; KBOI-TvV and KIDO-TV Boise; 
KOOK-TV Billings; KFBB-TV Great 
Falls; Kos-ty Albuquerque; KROD-TV 
and KTSM-Tv El Paso; KSL-Tv and 
KTvT Salt Lake City, and KFBC-TV 
Cheyenne. 

@ The New England Telephone and 
Telegraph Co. is currently active on 
WABI-TV Bangor; wcsH-Tv Portland; 
WNAC-TV Boston; WWLP Springfield; 


WMUR-TV Manchester; WJAR-TV and 
WPRO-TV Providence, and WCAX-TV 
Burlington. 


@ Northwestern Bell Telephone Co. 
is using WOI-TV Ames; KCRG-TV and 
wMt-Tv Cedar Rapids; woc-tv Daven- 
port; KRNT-Tv and wHo-Tv Des 
Moines; KTIV and KvtTv Sioux City; 
KWWL-TV Waterloo; KSTP-Tv Minne- 
apolis; KROC-Tv Rochester, and KELO- 
TV Sioux Falls. 

@ The Pacific Telephone and Tele- 
graph Co., with headquarters in San 
Francisco, has been using spot an- 
nouncements and a company program 





Lord’s House 


A new series, House of the 
Lord, is being offered weekly by 
KLZ-TV Denver as an additional 
contribution to the religious life 
of the area. Each Sunday be- 
tween 1] and 12 noon KLZ-TV 
cameras will visit a different 
church or chapel, bringing the 
services of each of the major 
faiths to viewers in their homes. 
Plans for the program have been 
under way for nearly two years. 

In order to make the series 
possible, the station and Olingers 
Department Store of Denver are 
working together. Olingers is as- 
suming the production expense 
and KLZ-TV is contributing the 
telecast time. 











to promote the various telephone ser- 
vices. Announcement schedules were 
carried during July, August and 
September on KBAK-TV and KERO-TV 
Bakersfield; KJEO-TV and KMJ-TV 
Fresno; KABC-TV, KCOP, KNXT, KRCA, 
KTLA and KTTV Los Angeles; KSBW-TV 
Salinas; KFMB-TV, KFSD-TV and XETV 
San Diego; KGO-TvV, KPIX and KRON- 
Tv San Francisco; KBES-Tv Medford; 
KLOR, KOIN-TV and KPTVv Portland; 
KVOS-TV Bellingham; KING-Tv, KOMO- 
TV and KTNT-Tv Seattle-Tacoma. 

@ Southern Bell Telephone Co. pro- 
motes its service on WABT Birming- 
ham; WbDBO-TV Orlando; WEAR-TV 
Pensacola; waGa-Tv Atlanta; WHAS-TV 
Louisville; Wwars-ty Baton Rouge; 
KSLA-TV Shreveport; WTOK-Tv Mer- 
idian; wBTv Charlotte; wMFp-Tv Wil- 
mington; WUSN-Tv Charleston; wDxI- 
TV Jackson; wTvkK-Tv Knoxville; 
WHBQ-TV Memphis, and wsM-tv Nash- 
ville. 

@ The Southern New England Tele- 
phone and Telegraph Co. advertises 
regularly on WGTH-TV and WKNB-TV 
Hartford. 
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Washington Memo 


DEINTERMIXTURE DELAY. The 


most significant aspect of the election, 
insofar as the television industry is 
concerned, is that—barring some even- 
tuality which might affect the narrow 
Democratic margin in the Senaie— 
control of Congress is unchanged. 
This means that the Senate Interstate 
Commerce Committee, which remains 
under the chairmanship of Warren G. 
Magnuson, will continue its vigilance 
over FCC allocation activities. 

In view of its report last July ap- 
proving the Commission’s proposal for 
interim deintermixture, pending a pos- 
sible eventual shift of all tv to uhf, it 
is quite certain that the Committee will 
keep an eagle eye on what the agency 
does during the next few months. 
Since the final comments on deinter- 
mixture are due in two weeks, the 
Commission ought to come up with 
something before the end of winter. 

The allocation situation has reached 
the point where action cannot be de- 
layed much longer if the objective of 
a nationwide competitive tv system is 
to be achieved. But there is now a seri- 
ous question whether deintermixture 
can be effected to a degree where it 
can substantially help uhf or, through 
the reassignment of the displaced vhf 





channels it would make possible, pro- 
vide for many more stations. 

Through inadvertence or otherwise, 
the Commission has set up some major 
obstacles to its deintermixture pro- 
posal. In three cities which it would 
make all-uhf it has allowed vhf stations 
to get on the air. While the grants for 
these v’s (in Evansville, Ind., Fresno, 
Calif., and Madison, Wis.) were made 
subject to the outcome of the deinter- 
mixture proceedings, it will take some 
doing to get them to shift to uhf. 
Naturally, they will exercise all legal 
avenues open to them to protect their 
valuable facilities. That would mean, 
at the least, more delay in implement- 
ing deintermixture in these cities and 
using the vhf channels involved in 
other cities. Indeed, the problem might 
be so difficult that the Commission may 
well abandon the effort. 


CONFLICTING GRANTS. That 
would leave only four cities which the 
Commission proposed as all-uhf mar- 
kets—Hartford, Conn., Peoria, IIL, 
Elmira, N. Y., and Springfield, Ill. 
Grants for v’s have been issued in 
three of these cities, but the Commis- 
sion prohibited construction pending 
Here 


the deintermixture outcome. 


again, the grantees may exercise due 
process, and it’s quite likely that the 
agency will have to give each a full 
evidentiary hearing before it can issue 
show-cause orders to shift to uhf that 
will be valid. How much delay that 
would entail depends on the expedition 
with which the necessary proceedings 
are carried out. 

All in all, the outlook for 


mixture in the 


deinter- 


near future appears 
none too bright unless Congress prods 
the agency into action. A good deal 
depends on how much pressure the 
Magnuson Committee puts on the 
Commission. That, in turn, depends 
on how much pressure is exerted on 
the Committee by the uhf forces, by 
the ABC network 


comprehensive plan to .provide for at 


(which has filed a 


least three equally competitive stations 
in 74 markets and at least four stations 
in 67 others) and by others interested 
in providing facilities for tv expansiun. 

It may be that, when the Commis- 
sion is forced to concede that it has no 
feasible alternative to deintermixture 
to provide for station expansion, it 
will move with dispatch to carry out 
its proposal, however distasteful it re- 
gards the process. Otherwise, the in- 
dustry will have to settle for the 525 
or so stations in sight as the ceiling for 
the medium in the foreseeable future. 


GOP TV CAMPAIGN. [nquiring into 
the reasons why the Republican Na- 
tional Committee spent more money 
for tv during the last two weeks of 
the campaign than it did during the 
first seven weeks, it develops that it 
planned it that way, and that there 
was no substantial step-up in expendi- 
tures in the final stages over what had 
been anticipated. In only one respect 
was there a major change in plans, 
and this was in the use of five-minute 
spots, for which the Republicans spent 
an estimated $514,000 during the last 
two weeks, according to a report of 
the Senate Committee on Privileges 
and Elections. When the Middle East 
crisis broke out, it was decided to buy 
more spots to push the theme of hav- 
ing a man experienced in military 
The Committee 


affairs as President. 


had the money to buy the time. 
The 


showed, devoted 62 per cent of their 


Democrats, as the _ report 


tv expenditures to the first seven weeks 


(Continued on page 80) 
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Service (Continued from page 45) 


ond quarter, while the value of pro- 
grams donated by the average small 
station came to $14,848 the third quar- 
ter, as compared with $12,134 the 
second and $16,804. the first. 

Value of the time of personnel came 
to $1,851, making the total value of 
iime and talent donated for the aver- 
age small station in the third period 
$38,915, or a nine-month total of $119,- 
071. This figure may be compared 
with the total for the year of 1955 for 
this size station, which donations came 
to $119,291, just a few dollars more 
than the nine-month totals this year. 


Larger Stations 


Breakdown of the announcement 
and program donations of slightly 
larger stations, those with a Class A 
hourly rate between $251 and $500, is 
indicated on the chart. Without enu- 
merating each of the figures, it may be 
pointed out that while the number of 
announcements and ID’s was up, and 
the value of these public service spots 
came to a higher figure than in either 
of the previous quarters, program do- 
nations were down, as was the value of 
the time of personnel, so that total 
donations for this class of station aver- 
aged $52,374 for the third quarter, as 
compared with $51,337 the second and 
$60,417 the first. In this classification 
average station donations at the nine- 
month point of $164,128 do not equal 
total donations in 1955, which amount- 
ed to $191,981. This, as mentioned 
earlier, is contrary to the general trend. 

Middle-sized stations, those with 





Sand 


its Consumer Products Division, calls 
the Studio One sand tests—whether 
for believers or Pyrrhonists—“a_ tv 
natural,” in that “they satisfy viewer 
and sponsor, since homemakers assert 
that when they watch tv commercials 
they want to see something new, learn 
something that they can use.” 


(Continued from page 50) 


Be that as it may, no one can argue 
with the fact that, in fearlessly bring- 
ing indignant questioners of its prod- 
uct, to say nothing of its probity, 
within the ken of 44 million eyes and 
ears, Westinghouse certainly showed 
a lot of sand. 





Growing Uhf 


Worry and a uhf operation 
have been synonymous in many 
American markets, but at least 
one uhf executive, Bill Putnam, 
general manager of WWLP 
Springfield, has the worry with a 
reverse twist. He’s worried be- 
cause business expansion is about 
to overrun the station’s moun- 
tain-top location. 

Since WWLP first went on the 
air in 1953 the station has ex- 
panded its plant on Provin 
Mountain seven times. The latest 
was a $250,000 addition that in- 
cluded new studios, offices for 





additional personnel and a com- 
pletely new and modern photo 
layout. If it happens again, Mr. 
Putnam will have to lop off part 
of his mountain to make more 
room. 

Mr. Putnam’s moaning is off- 
set by the twinkle in his eye as 
he admits that WWLP may be one 
of the few uhf stations in the 
country to top $1 million in 
sales this year. 











Class A hourly rates of between $50] 
and $900, gave fewer spot announce: 
ments on the average than they had 
in the first two quarters of the year. 
Programs, while fewer than the first 
two quarters, were in better time, mak- 
ing the value $105,247, almost exactly 
the same amount as that donated by 
these middle-sized stations in the sec- 
ond quarter, when the figure came to 
$105,572. 

Total for the nine months for the 
average medium-sized station came to 
$298,408, a figure which may be com- 
pared with the 1955 year’s total for the 
same station of $272,019. 

Average stations in the $901 to 
$1,500 Class A hourly rate classifica- 
tion were large contributors of an- 
nouncements and ID’s in the third 
quarter and better-than-average con- 
tributors of programs. Total value of 
time and talent given to public-interest 
causes came to $188,282 for the aver- 
age station of this size in the third 
quarter, by far the largest donations 
made in this station category in any 
three-month period. 

Totals for the nine months of aver- 
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Daytime for Adults, Too 


A morning variety show comes off better rating-wise when it avoids 
the hazards of a split personality—appealing part of the time to adults 
and the remainder to the moppets. At least that has been the experience 
of Kyw-Tv Cleveland. 

After its early show, Morning Surprise, consistently fell short of the 
top spot in ratings, the station decided to take a long, creative look at 
the program’s content. The answer seemed to be in the show’s pro- 
gramming schism, described as half-adult and half-children. The 
decision was made. KYW-TV would program its 9 to 10 a.m. show for 
adults, and leave the kiddie capers to the two competing stations 
which had been experiencing success with “all-children’s” formats. 

In the move to “go adult,” the format developed was essentially a 
local, live variety concept of the things “television can do best—re- 
gardless of cost.” As the cartoons and mechanical man were put aside, 
such features as a counselor on family living, “The Family Friend,” 
and a female monologist were added. The Morning Surprise host, Tom 
Haley, conducted more man-on-the-street interviews, as the show 
utilized four cameras—two for “outside” use and remotes. 

The station’s enthusiasm was rewarded when it reported that for the 
first time ARB ratings last September put Morning Surprise on top. 


Metropolitan Montana 











age stations in this class now come to 

$451,886, while the total for the entire 

year in 1955 reached $471,249. 
Largest stations, those with Class A 


tioned in more valuable segments than 
ever before, indicating the importance 
which station management is placing 
on this type of programming. 





Top power 1 and 1/2 
miles in the sky. 


WCDASB e azzany 
WAAM e sazrimore 
WBEN-TV e zurrazo 
WJIRT e ruinr 
WFMY-TV e crzenszoro 
WTPA e warrissurc 
WDAE-.TV e xansas ciry 
WHAS.-TV e Louisvitte 
WTMJ-TV e mitwavxce 
WMTW eur. wasuincron 
WRVA-TV e ricumonn 
WSYR-TV e syracuse 


hourly rates of $1,501 and up, also 
gave a large number of announcements 
and ID’s during the third quarter. The 
average value of these donations came 
to $523,624. The value of programs 
was much smaller, totaling $156,481 
for the same period. The sum of time 
and talent given by the average sta- 
tion in this classification came to $686,- 
085 for the third period. 











Beat Last Year 


This total, added to the previous 
two quarters, brought the total donated 
in the first nine months by these large 
stations to $1,754,560, as compared to 
total donations all of last year of 
$1,262,807. 

Looking over the third-quarter re- 
port, several things seem evident. 

First, stations are cooperating with 
public-interest campaigns more in 
1956 than they ever have before. 

Second, while large-station donation 
totals are naturally larger than those 
of smaller stations, all classes of out- 
lets are playing their parts in this in- 
crease in awareness of the importance 





4 ; New York 
of public-interest telecasts. Harrington, Righter and Parsons, Inc. sorta 
Third, all public service, particularly The only exclusive TV national representative San Francisco 
public-service programs, is being posi- Atlanta 
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Wash. 


of the campaign. They, too, planned it 
that way, although they would have 
stepped up their use of the medium in 
the final weeks if they had had the 
money. Their reason for concentrating 
on the first seven weeks was that, as 
the party out of power, they felt it was 
necessary to get as early a start as 
possible to attract the voter to their 
candidates. 

Since the total vote (approximately 
61,500,000) in the election was no 
greater than in 1952, despite the in- 
cessant appeals over the broadcast 
media to exercise the franchise, tele- 
vision can hardly claim credit for the 
turnout or for influencing the outcome. 


(Continued jrom page 77) 


The medium was used so extensively 
during the campaign because it was 
considered the most effective way of 


reaching the most voters. Nearly 60 
per cent of the Democratic National 
Committee budget went for tv. The 
Republicans are believed to have de- 
voted nearly as large a proportion of 
their funds to the medium. 


INFLUENCE ON VOTING. But as 
important as tv was in the campaigns, 
it could not be expected to influence 
people to vote merely by appeals. As 
one Committee source declared, “there 
must be a motivation” for people to 
vote. Only then can the medium be 
effective in urging people to go to the 
polls. Such a motivation developed 
with the Middle East crisis, but it was 
probably too late by then for any 
sizable number of eligible voters to 
register. But the crisis doubtless in- 
duced many who had registered to 
vote. 





of NBC. 








WCKT Dedication 


A tv-radio simulcast featuring top government and civic officials 
highlighted the formal dedication last month of wckT Miami. 

Attending the ceremonies were Florida’s Gov. Leroy Collins, Sen. 
George Smathers and FCC Chairman George C. McConnaughey as 
well as some 1,300 local dignitaries. A brief address that set down 
the operations creed of WCKT and its sister radio station, WCKR, was 
delivered by Niles Trammell, station president and former president 


WCKT actually began regular telecasting last July 29, as an NBC 
basic affiliate. As a channel 7 station, it operates with the maximum 
316kw power from a 1,000-foot tower. 

Both the television and radio buildings are new, located on a small 
peninsula jutting off the North Bay Causeway in Miami. The studios, 
facilities and equipment are the latest design, the station reports. 
Assisting Mr. Trammell at the dedication were James L. LeGate,wcKT 
station manager, and Owen Uridge, wckRr station manager. 








80 December 3, 1956, Television Age 





Refugee Homes 


One of the first shipments of 
refugees from Budapest was sent 
to Wisconsin, primarily as a re- 
sult of the wisN-Ttv Milwaukee 
campaign for housing and jobs in 
that state. Launched by the 
station after President Eisen- 
hower’s offer of asylum to 5,000 
Hungarians, the drive brought 
immediate Offers of 
help have come from veterans’ 


response. 


organizations, industry, church- 
es, labor, business and private 
citizens. Checks continue to pile 
up, with job offers, adoption of- 
fers for children, dwellings, food, 





clothing and assistance of all 
kinds. The National Catholic 
Welfare Council in Washington 
has promised the request that 
Milwaukee receive the first ship- 
ment of refugees. 








Did television have any effect on the 
outcome of the election? If it did, 
there’s no evidence as yet to prove it, 
regardless of the comparative effective- 
ness of the use of the medium by the 
opposing candidates. On the other 
hand, there is some evidence to show 
that voters would have voted as they 
did if they had never watched the can- 
didates on tv. 

This is indicated by the votes in 
those few states in which television is 
just beginning to have an impact. In 
Wyoming, for example, where there is 
now one station on the air, the vote 
(with a few precincts missing) was: 
Eisenhower, 73,000; Stevenson 48,000. 
In 1952, when there was no tv in the 
state, the vote was: Eisenhower, 81,- 
000; Stevenson, 48,000. 

Similarly, in Montana, where there 
are now three stations in operation, 
the incomplete vote was: Eisenhower, 
137,000; Stevenson, 102,000. In 1952, 
when Montana had no tv, the vote was: 
Eisenhower, 157,000; Stevenson, 106,- 
000. 

Again, in Nevada, which now has 
five stations in operation, the vote 
(with a few precincts missing) was: 
Eisenhower, 43,000; Stevenson, 29,- 
000. In 1952, when there was no tv, 
the vote was: Eisenhower, 50,500: 


Stevenson 31,700. 





Wall Street Report 


WPFH Broadcasting. The interest 


of the financial community is usually 


so tightly centered on the giants of in- 
dustry—tv or otherwise—that it is rare 
when a little company swims into the 
mainstream. 

One such corporate guppy is the 
wPFH Broadcasting Co. This company 
floated 150,000 of Class A 
common stock, and at the same time 
125,000 shares of Class B common 
stock in the same company were sold 
to the public last June. The B stock 
was owned by Paul F. Harron, presi- 
dent and controlling stockholder in the 
company. Since the total number of 
shares offered was under 300,000, the 


offering, 


shares 


underwritten by a group 
headed by Boenning & Co., was not 
submitted to the SEC for approval. 

However, the company has had a 
long history of operations and is suf- 
ficiently well-known to warrant calling 
investors’ attention to its existence and 
the premises on which it hopes to base 
its growth. Great oaks from little acorn 
investment sometimes grow. 

The company owns and operates 
wPFH Wilmington, Del. Its wholly 
owned Seaboard Radio 
Broadcasting Co., owns and operates 
WIBG-AM-FM Philadelphia. Seaboard 
also has a half interest in a wired- 
music service business operating in the 
Quaker City area. The radio stations 
and the tv station are independently 
operated—no network affiliations. 


subsidiary, 


Company History. The tv unit of the 
corporation actually came into exist- 
ence in 1949 when it was known as 
WDEL. When Mr. Harron and some 
of his associates purchased the station, 
the call letters were changed, and it 
became the key property of the new 
corporation. 

The new company started off with a 
capitalization which consisted of 1,- 
609,204 shares of Class A common 
and 2,141,671 shares of Class B com- 
mon outstanding. It also had $1,181,- 
800 worth of 4-per-cent installment 
notes, due 1956-61; $237,265 worth of 
5-per-cent notes, due 1956-58; a 5-per- 
cent mortgage note worth $91,375, and 


a 5-per-cent subordinated income 
bond, due 1960, outstanding. 

The tv station, operating from New 
Castle County, seven miles northwest 
of Wilmington, claims to reach a popu- 
lation in excess of 5 million which 


ranges from northern Delaware to 
Trenton, N. J., from Allentown south 
in Pennsylvania and embracing Phil- 
adelphia. It has four competing sta- 
tions in its markets which range out- 
ward from Philadelphia. At present 
WPFH operates about 95 hours weekly. 
At last report, about 20 per cent of the 
station time was commercially spon- 
sored, 60 per cent partially sponsored 


and 20 per cent sustaining. 


Sports Emphasis. The management 
concedes that its lack of a national 
network affiliation is a handicap that 
has enabled other stations to obtain 
greater program acceptance. However, 
since the end of 1955 the station has 
been attempting to overcome that by 
putting greater emphasis on sport pro- 
grams. It has televised boxing bouts 
from New York City rings, Quaker 
City basketball and 26 night games 
played away from home by the Phila- 
delphia Phillies in 1956. 

Promoting this athletic fare bit 
heavily into the company’s profits dur- 
ing the first half of 1956 and caused 
a loss in operating profit. 

The company’s radio and wired- 
music business has been showing 
steady improvement during 1955 and 
1956. The Seaboard am station has 
had about 70 per cent commercial and 
30 per cent sustaining programs for 
the past five years. The company’s fm 


operation is “substantially self-sustain- 


ing,” the management contends, al- 
though admitting that this type of 
broadcasting is generally not profitable 
yet. But the company is not dealing 
itself out of fm yet. 

National Wired Music Corp. is in 
the business of furnishing wired music 
to banks, factories, restaurants and 
hotels in the Philadelphia area. Na- 
tional leases wired-music equipment to 
the Muse-Art Corp., which does the 


(Continued on page 82) 
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actual renting. In return National re- 
ceives 50 per cent of the adjusted net 
earnings of Muse-Art. Since 1951 the 
yearly income from this business for 
National has climbed from $14,655 to 
$25,057 for 1955. It’s a small but 
profitable business. 

Mr. Harron, owning 1,290,109 shares 
of the Class B common, or 60 per 
cent of the outstanding shares, is the 
dominant influence in the company’s 
affairs. There are 15 directors on the 
board, an unusually large number for 
so small an operation, and they all own 
substantial blocks of stock in the cor- 
poration. 


(Continued from page 81) 


FCC Petitioned. The company is 
now preparing a petition to the FCC 
for permission to move its antenna to 
Pitman, N. J. This site would enable 
older sets in the important Philadel- 
phia area to get clearer reception of 
the station’s telecasts. Many owners of 
five-year and older sets have com- 
plained of poor reception but don’t go 


You can‘t cover 
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Metropolitan Montana 
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PGW Univac 

Peters, Griffin, Woodward 
looks forward to new efficiencies 
in service to agencies, advertisers 
and stations when a first cousin 
of the Univac electronic brain 
joins the rep firm next year. 

Following months of study, 
PGW officials and Remington 
Rand engineers have designed an 
electronic system (based on Uni- 
vac principles) that will store 
information on programs, avail- 
abilities and rates for both tv 
and radio. 

The machine will supply auto- 
matically and immediately ll 
necessary availability and rate in- 
formation of PGW stations. 

Some years ago the represen- 
tative firm developed standard 
availability confirmations and 
schedule-change and a 
simplified method of handling 
broadcast contracts. These have 


forms 


proved successful, but electronic 
calculations will eliminate dupli- 
cations in typing information 
from one form to another and 
checks that 


hours of secretarial time. 


accuracy consume 
Construction of the equipment 
is underway. Installation will be- 
gin about Jan. 1, and the system 
should be in full operation dur- 
ing the first quarter of 1957. 
PGW vice president Jones 
Scovern, who directed research 
and study on the new system, 
says that as a result of this 
pioneering work by his company 
and Remington Rand in engi- 
neering electronics into the needs 
of the broadcasting industry, 
other station reps will have the 
planning, experimentation and 
experience available to them. 














to the expense of having their sets ad- 
justed for the wPFH channel. The new 
site would eliminate that problem. 
However, it would cost approximately 
$200,000 to move the antenna. To meet 
this expense the company will have to 
incur some new indebtedness in a man- 
ner not yet agreed upon. 

The company is now negotiating an 
agreement by which it expects to be 





able to televise approximately 95 
Phillies games in the 1957 season on 
an exclusive basis. 

For the full year of 1956 it’s prob- 
able the company will show a slight 
loss, average about 2 cents or more 
per share. However, increased sales 
and profits from wiBc in the latest 
quarter are cutting down the losses in- 
curred from tv operations for the year 
and, temporarily at least, are putting 
current operations on a_ profitable 
basis. In October the radio station had 
the biggest month of billings in its 
history. 

For the first six months of this year 
the combined income of the tv and 
radio stations totaled over $800,000, 
and it’s expected that for the year 
gross sales should top $1.6 million. If 
the tv station’s programming picks up 
as hoped in 1957, and the radio sta- 
tion maintains its present level of sales 
and earnings, a profit corner may be 
turned in 1957. The stock is currently 
quoted at $1.25 to $1.35 per share in 
the over-the-counter market. 


High-Low Last 
Stock 1956 Quote* 
ABC 321%4- 22% 24% 
ADMIRAL 22%- 13 13 
AMPEX 43 -17 33 
AVCO 75%%- 5% 6 
CBS 32%- 22% 30 
DUMONT LABS 10 - 4% 4% 
EMERSON 13%- 6% 6% 
GENERAL ELECTRIC 65%4- 52% 58%4 
HOFFMAN 2536- 20% 21% 
MAGNAVOX 41 32% 32% 
MOTOROLA 51%4- 391% 39% 
NATIONAL TELEFILM 9%- 3 8 
PHILCO 36%- 17 17% 
RCA 50%- 34% 3414 
RAYTHEON 19%- 13 15% 
STORER 29%4- 22% 26% 
SYLVANIA 55%- 42 49% 
WESTINGHOUSE 65%- 51% 52% 
ZENITH 1414-101 110% 


Over-the-Counter Stocks 
Bid-Asked{ 
CONSOLIDATED TV 174%-18% 
OFFICIAL FILMS 2 -2% 


*As of mid-day, Nov. 23, 1956. 
tAs of Nov. 23, 1956. 
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Letters 


Would you please send us five addi- 
tional copies. 


(Continued from page 21) 


Frances M. BRESLIN 
Promotion Director 
WARM-TV Scranton 


Please forward four more copies of 
TELEVISION AGE for promotion pur- 
poses at your convenience. 

Lou J. Rocke 
Local Sales Manager 
wcax-Tv Burlington 


We would appreciate your sending 
us three lists of the 200 national ad- 
vertisers who have appropriated co-op 
money for dealer tie-ins. 

Joun P. Hart 
President 
wBiR-TV Knoxville 


I should like to request that you for- 
ward five copies of the November 5 
issue to WBRZ. 

Guy CorLEY 
Sales Manager 
WBRZ Baton Rouge 


. appreciate receiving six copies of 
the list of national advertisers who 
have appropriated co-op money for 
dealer tie-ins. 

Dick BLock 
Sales Service-Promotion 
KCRA-TV Sacramento 


. six copies of your list of co-op . . . 
Francis R. Bussy 

Retail Sales Manager 

KTNT-TV Seattle-Tacoma 


- . about twenty extra copies of this 
insertion. 
Ray J. WiLLiaMs 


KcSsJ-TV Pueblo 


Note: Reprints of the co-op list are available 
on request. 


Enjoyable! 
We’re enjoying your magazine out 
here! 
Gerry CoLson 
Compton Advertising, Inc. 
Los Angeles 


Rating Study 

We recall having seen a_ recent 
article in your publication dealing with 
an explanation of the merits and fal- 
lacies of the various television rating 


services, as well as an editorial opinion 

regarding their validity and usefulness 
to the agency time buyers. 

. we are unable to find the article. 

A. D. Watson 

Timebuyer 

Cunningham & Walsh 


Note: Copies of “How to Rate Ratings,” 
September 1954, “The ARB Story,” Novem- 
ber 1955 and “How Big Is the Audience,” 
September 1955 are being sent to Mr. 
Watson. 


Product Group 
Will you kindly send us 6 copies of 


“Electric Power Companies,” number 
18 in your series of product group 


success stories which appeared in the 
November 5th issue of TELEVISION AGE. 
Mrs. Nancy Bunpcas 

Sales Department 

wcax-Tv Burlington 


Note: Reprints of all of the Product Group 
success stories are available at 25c each, 20c 
in lots of 10 or more. Success stories have 
now appeared on: “Bakeries and Bakery 
Products,” “Dairies and Dairy Products,” 
“Banks and Savings Institutions,” “Dry 
Cleaners and Laundries,” “Groceries and 
Supermarkets,” “Furniture and Home Fur- 
nishings,” “Home Building & Real Estate,” 
“Jewelry Stores & Manufacturers,” “Nurse- 
ries, Seed & Feed,” “Hardware and Build- 
ing Supplies,” “Soft Drink Distributors,” 
“Travel, Hotels & Resorts,” “Sporting Goods 
and Toys,” “Drugs and Remedies,” “Gasoline 
and Oil,” “Shoe Stores and Manufacturers,” 
“Farm Implements and Machinery,” “Elec- 
tric Power Companies” and “Gas Companies.” 
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_. from 5 p. m. to sign-off — Monday thru Friday 
WBRZ rated highest in 125 quarter hours out of 
a total of 149. 


~. from 12 noon to 3:30 p. m. — Monday thru Fri- 
> day WBRZ rating tops all others combined. 
“X 


from a study by American Research Bureau, Inc., encompassing 
31 parishes and counties in Louisiana and Mississippi. 
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Power: 
100,000 watts 
Tower: 1001 ft. 
NBC-ABC 
Represented by Hollingbery 
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2 heads are 
better than one 
.. .IN BUFFALO 


WGR-TV 


BUFFALO 





National Representatives 


PETERS, GRIFFIN, WOODWARD, INC. 





(A Program Aid) 


Timely and practical 
working script for the pres- 
entation of songs in drama- 
tic, comic and pictorial 

n. ’ 
the very latest song hits 
as well as the standard favor- 
ites are developed into pho- 
togenic sketches which can 
be used effectively as com- 
plete musical shows, as pro- 
duction numbers in variety 
programs or as scene-setting 
segments. 

There are dozens of ways 
in which you can adapt the 
BMI Sketchbook to advan- 
tage. 


A Monthly BMI TV Service 


BROADCAST MUSIC, INC.. 


NEW YORK e CHICAGO * HOLLYWOOD 
TORONTO ¢ MONTREAL 
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News (Continued from page 29) 


per cent. In the young 18-to-34 age 
group tv’s share is 73.4 per cent, and 
in the next age group tv is 68.9 per 
cent and in the final group 68.1 per 
cent. 

Thus tv’s share of the two-media time 
is greater than newspapers for all age 
groups but most marked among the 
younger ones. 


TvB ANNUAL MEETING. Some 
1,600 persons attended the first TvB 
presentation of “Beyond the Motion 
Barrier,” including the 120 members 
of the bureau who were in New York 
City for the annual meeting. Principal 
business of the meeting included: 

1. Elevation of Gene Accas, TvB 
operations director, to a vice presi- 
dency. 

2. Decision to open a west-coast of- 
fice sometime next summer. Office will 
be located either in Los Angeles or 
San Francisco. 

3. Approval of the budget. While a 
figure was not announced, it was be- 
lieved to be in the neighborhood of 
$800,000. 

4. Decision to expand the sales per- 
of the New York 
mediately. 

5. Reelection of the officers, includ- 
ing W. D. (Dub) Rogers Jr., KDuB-Tv 
Lubbock, chairman; Roger Clipp, Tri- 
angle stations, secretary; Lawrence H. 
(Bud) Rogers, wsaz-tv Huntington, 
treasurer. Directors include: Robert R. 
Tincher, WHTN-TV Huntington; George 
B. Storer Jr., Storer Broadcasting Co.; 
Robert Lemon, wrttv Bloomington; 
Gordon Gray, wor-tv New York; Ken- 
neth L. Carter, WAAM Baltimore: Otto 
Brandt, KING-Tv Seattle. 


sonnel office im- 


PROMOTION SERVICES. A full 
complement of services for broadcast 
promotion men is in early planning 
after the first seminar of the new 
Broadcasters’ Promotion Association, 
held recently in Chicago. 

David E. Partridge, advertising and 
sales promotion manager of the West- 
inghouse Broadcasting Co., who was 
elected first Association president, out- 
lined for TV AGE several of the pro- 
posals discussed by charter members. 

At the same time, he pointed out 
that the first and foremost objective is 
nationwide representation, and a cam- 





DAVID E. PARTRIDGE 
. outlines promotion objectives 

paign for members is now under way. 

Once established with station pro- 
motion men across the country, action 
will begin on the services proposed 
during the initial seminar. They in- 
clude monthly bulletins on audience 
promotion, tv sales promotion and 
merchandising services. Also planned 
is a nationwide employment service for 
stations, networks and others. 

While the three bulletins suggested 


Investment Series 


So successful was the WRCV-TV 
Philadelphia Invest in America 
14-part series that NBC 
president and general manager 
of wrcv-tTv, Lloyd E. Yoder, has 
been presented with a citation 
for “outstanding public service 


vice 


in education.” The presentation 
was made by Robert E. Sessions, 
president of the Chamber of 
Commerce of Greater Philadel- 
phia, and Frank L. Newburger 
Jr., president of the Philadelphia- 
Baltimore Stock Exchange. 

The Invest in America pro- 
gram was a panel show under- 
taking to illustrate that every 
“American is an investor in jobs, 
savings, homes, insurance and 
securities.” On each program 
three experts in a given field, 
comprising the panel, were ques- 
tioned by the head of a ‘typical 
American household in the mid- 
dle income bracket. With Robert 
Bradley moderating, some 51 
panelists took part in the series. 





























given market? 


tiveness. 


promotional activities. 


station. 





How Did It Go? 


Specifically and at a glance, how did your tv campaign go in a 


wsTv-Tv Steubenville, Ohio, is furnishing advertisers with a means 
to the answer—in its own bailiwick, at least. To chart clearly the 
course and effectiveness of campaigns on the station, advertisers are 
receiving an organized check list called Index of Advertising Effec- 


Compiled by Richard Manville Research, New York, the Index 
breaks down a campaign into three categories: Basic Facts, Your Ad- 
vertising and Campaign Objectives. The advertiser can fill in facts 
and results for handy and accurate reference. 

In each category, space is supplied for wstv-Tv, along with space 
for any other station, on the campaign schedule. 

When filled out the Basic Facts section includes power of stations, 
height of antennae (height of tower and height above sea level), 
total population in coverage area, sets in area (u’s and v’s), number 
of people (men, women and children), effective buying income, retail 
sales and product-category retail sales in the coverage area. 

Section B, Your Advertising, charts the schedule, number of com- 
mercials a week, commercial type and length, expenditure, other ad- 
vertising in the coverage area, etc. There is also space for listing 


Says the station: “These check lists are intended to help the adver- 
tiser evaluate results of his tv budget on wsTv-Tv versus any other 
station on the schedule. The index will sharpen objectives, give a useful 
yardstick of results and help evaluate the return from the tv dollar.” 

Coupled with the unveiling of this index, wstv-Tv made known 
results of the most recent Nielsen study of the station’s coverage area. 





The final section lists possible campaign objectives and has space 
for “before” and “after” campaign results. 

Objectives listed include higher ratings, bigger share of market, 
increased brand recognition, greater influence on distributors or 
dealers, more direct inquiries, mail orders and so on. 

The third section has an extra column for grading each station 
on a scale of one to 10. There is also space for listing the total sales 
per dollar of tv expenditure. The figure is arrived at by dividing total 
sales in the station’s coverage area by the total expenditure on the 








at the Chicago session will not cut 
across projects of RAB and TvB, they 
will serve as an exchange post for tried 
and proven promotion ideas, says Mr. 
Partridge. 

Committees will be appointed to 
round up bulletin information. It will 
be sent to Association headquarters 
for mimeographing and distribution to 
stations. In some cases, the organiza- 
tion will request samples of particu- 
larly good promotions for distribution 
to all members. 

Another objective of the new group 
will be to raise the stature of the pro- 
motion man in-the eyes of manage- 
ment. “In too many cases,” says the 


new president, “the broadcast promo- 
tion man is a second-rate citizen.” 


OTHER BPA OFFICERS. Elected 
along with Mr. Partridge were Charles 
A. Wilson, sales promotion manager, 
WGN-WGN-TV Chicago, first vice pres- 
ident; Montez Tjaden, sales promotion 
manager, KWTV Oklahoma City, sec- 
ond vice president, and board members 
for three-year terms: Bruce Wallace, 
WTMJ-WTMJ-TV Milwaukee; Haywood 
Meeks, WMAL-Tv Washington; Roy C. 
Pedersen, WDAY-wDAY-TV Fargo, N. D.; 
Samuel Elber, WERE Cleveland. 
Elected to the board for two-year 
terms were Gene Goot, WCCO-TV 


Minneapolis; Marion Annenberg, 
WDsU-wpsU-Tv New Orleans; Joe Zim- 
merman, WFIL-WFIL-TV Philadelphia; 
and Joe G. Hudgens, KRNT-KRNT-TV 
Lancaster, Pa. 

At the organizational meeting were 
representatives of stations in the mid- 
west, Pennsylvania, New York and 
New England. 

The Association’s next convention 
will be held in Chicago, with the 
definite date falling sometime between 
Oct. 1 and Dec. 1 of next year. 

The new president approved ap- 
pointment of a paid secretary-treasurer. 
The action is subject to director ap- 
proval. 

Discussed during the two-day ses- 
sion were various subjects, including 
promotion of time sales, working most 
effectively with station representatives, 
merchandising cooperation, station 
promotion, market selection, evalua- 
tion of audience-rating systems and 
audience promotion. 


PERCENT RATINGS. With the cur- 
rent preoccupation with ratings, nota- 
Madison 


Avenue’s leading media strategists is 


bly percentages, one of 


attempting to put some sanity in the 
numbers game. 

Dr. E. L. (Larry) Deckinger, vice 
president of Grey Advertising, Inc., 
New York, cautions that percent rat- 
ings are not enough. The thing that is 
really needed for proper evaluation is 
the number of homes reached, he 
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avers. This analyst advises that when- 
ever possible timebuyers convert rat- 
ings into the number of homes reached 
—a factor he considers as basic to cir- 
culation measurement as sales figures 
are as an indication of business suc- 
cess. 

In noting the difference between the 
two factors, Dr. Deckinger points out 
that the percent rating is a derived 
figure, while the number of homes is 
a basic piece of information. He adds, 
however, that while it would be de- 
sirable to have this information sup- 
plied by all the services, it is not 
presently possible, the reason being 
that not all rating firms measure com- 
plete coverage areas. Some rating 
companies, however, do provide spe- 
cial estimates if they don’t provide the 
actual number of homes reached. 


REFINEMENTS NEEDED. Dr. Deck- 
inger’s views were obtained in a Tv 
AGE interview that followed a speech 
he made before the Timebuying and 








DR. E. L. DECKINGER 
. number of homes basic 


Selling Seminar of the Radio & Tele- 
vision Executives Society. As the main 
speaker, he gave an overall briefing on 
ratings and how they function. Many 
of the intricacies connected with rat- 
ing were avoided, and only those 
aspects that apply to timebuying and 
selling were touched upon. For, as Dr. 
Deckinger noted, “You don’t have to 





know how to build a piano in order to 
play it.” There was no doubt in the 
minds of those who listened that Dr. 
Deckinger knew how to construct one. 

The next great area for progress and 
expansion in the field of ratings is in 
the measurement of the commercial 
itself, the agency executive stressed. 
He noted that in television only the en- 
tertainment value is measured, while 
in other media, such as magazines, 
there are readership surveys of adver- 
tising matter. 

Dr. Deckinger pointed out that 
some research is now being done along 
these lines, particularly in England, 
where The Pulse, Inc., is presently ex- 
perimenting with a commercial rating. 
There are three dimensions of a rating 
that are necessary for adequate anal- 
ysis, he said. These are the cumulative, 
frequency and audience-turnover fac- 
tors. 

In a very general way, Dr. Deck- 
inger said he favored the meter and 
coincidental methods, if these can be 
performed ideally. He added, however, 
that all the major rating firms offer 
comprehensive and faithful services. 
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In the picture 


Storer Broadcasting Co. headquarters in Miami has announced Robert C. Wood’s ap- 
pointment as national sales director. Formerly assistant national sales director, Mr. Wood 
succeeds Tom Harker, who has retired. A veteran of 22 years in broadcasting, Mr. Wood 
joined Storer in 1951 as midwest sales manager with headquarters in Chicago. He moved 
to New York as national sales manager when the eastern offices were expanded. Before 
joining Storer, he was an account executive in several New York ad agencies. Prior to that, 
he was commercial program sales director at wor New York. He started with wor in 1934 
as a salesman, later becoming manager of the midwest sales office in Chicago for that sta- 
tion. As national sales director, Mr. Wood will be responsible for development of all national 
sales. He’ll supervise the Storer sales offices in San Francisco, Chicago and New York. 





The newly-appointed senior vice president in charge of business development at Ruthrauff 
& Ryan is Rebert C. Durham. He comes to the agency from Kenyon & Eckhardt, where 
he was assistant to the president and the chairman of the board. At Kenyon & Eckhardt, Mr. 
Durham was principally in charge of business development. Before his five years at that 
agency, he was general supervisor of advertising services of the Metropolitan Life Insurance 
Co. The new R&R executive began his business career as a trainee at Benton & Bowles. Over 
a five-year period he became an account executive, handling such accounts as Calvert Dis- 
tillers Corp. and General Foods. A graduate of Yale University and the Choate School, Mr. 
Durham lives ina New York City apartment with “one wife, three children, two boxers, 
one parakeet, four turtles and 2,000 tropical fish.” 





The Westinghouse industrial accounts at Fuller & Smith & Ross are in experienced hands as 
Harry J. Deines returns to the agency this month as a vice president. From 1944 to 1949, 
Mr. Deines was at the agency as vice president and account executive for Westinghouse 
products. In “49 he began a five-year stay at Westinghouse as manager of advertising and 
sales promotion. Since that time, he has been a vice president at J. Walter Thompson, 
working on various industrial accounts, including Sylvania’s lighting section, New Holland 
farm implements and the Scott Paper Co. He started with General Electric in 1930 after 
graduation from the University of Colorado with a Bachelor of Science degree. Working first 
on engineering tests of electrical equipment, he moved over two years later, to advertising 
and sales promotion. For the next 12 years he handled electronic and radio apparatus. 





Thomas W. Sarnoff, director of business affairs for NBC’s Pacific Division, has been 
elected a vice president of California National Productions, NBC’s wholly owned subsidiary 
for film distribution and production. The action was taken by the NBC subsidiary’s board 
of directors. A son of RCA board chairman David Sarnoff, he joined NBC as assistant to the 
director of production and finance, Pacific Division, in October 1953. Before that, he worked 
in production at ABC Television and the MGM studios. He was educated at Princeton and 
Stanford, graduating from the latter after two years’ service in the Army Signal Corp dur- 
ing World War II. At the time of Mr. Sarnoff’s election, the California National directors 
also accepted the resignation of Alan W. Livingston as president. Vice president and general 
manager R. D. Levitt will direct the firm from New York. 





In one of the first promotions since Leonard H. Goldenson took over as president of the 
American Broadcasting Co., James W. Beach, director of the network’s Central Division, 
has been made a vice president. Mr. Beach joined weKs, now ABC’s owned-and-operated 
outlet in Chicago, in 1949. He was the station’s sales manager before being named director 
of the Central Division in May 1955. The new vice president attended Northwestern Uni- 
versity at Evanston, Ill., after which he joined the Hearst newspapers in Chicago. Until 
1940 he worked in both a sales and executive capacity for their local and national advertis- 
ing departments. His broadcast career began in 1940, and up to 1945 he was with various 
Chicago radio stations in executive capacities. From 1945 to 1949 he was partner and officer 
in a building-material and manufacturing business. His home is in Skokie, Ill. 
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What's in a name? Our nomination 
for the favorite name combination of 
the year goes to two executives of the 
Harold F. Ritchie Co.: president M. E. 
Bale and vice president E. E. Hay. 

a * # 

Through thick and thin: And our 
nomination for the favorite sponsor 
combination of the year goes to two 
firms who are co-presenting the Screen 
Gems half-hour series, Celebrity Play- 
house, in New Orleans, Philadelphia 
and San Antonio: Ronzoni Macaroni 


and Slenderella. 
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Hush money: Seemingly music hath 
no charms to soothe one lady viewer 
in Denver. She wrote us a savagely 
complaining letter about what she 
calls “obnoxious practices in tv pro- 
grams . . . the continual playing of 
music on tv.” 

Here is the rest of her letter, some- 
what abridged, however: 

“They play music during com- 
mercials, plays, travel films . . . and 
then of course we have the musical 
programs. About the only time we are 
free of noise is during news broad- 
casts, but if they show a picture during 
the broadcast we must have music. To 
my mind, the reality and drama of a 
play is ruined by blasts of music. One 
of my favorite programs is Lassie . . . 
but the sounds of farm life on Lassie 
are drowned out by totally unnecessary 
music. . . If Czar Petrillo is responsible 
for the nuisance of continual music, 
for heaven’s sake, pay the musicians 
to keep quiet... .” 

* 


* * 


Clearing through channels: The other 





day we received a phone call from a 
nearby naval base. The voice on the 
other end explained he was calling for 
the admiral. It seems as if some sailors 
at the base were asked to appear on a 
local television show, but before the 
admiral would grant his permission 
he wanted to know the rating of the 
show. 

Naturally we referred ihe query to 
Admiral Nielsen. 

* we * 

And speaking of ratings, a fresh ap- 
plication to a familiar wheeze was 
given at a recent Radio and Television 
Executives Society Timebuying and 
Selling Seminar, when Dr. E. L. 
Deckinger, vice president in charge of 
media strategy at Grey Advertising, 
said: “Agencies look at a program 
rating the same way they look at love. 
If it’s good, it’s very, very good. If it’s 
not so good, it’s still pretty good.” 

* n * 

According to the British magazin 
T.V. Eye: Says Sir Robert Fraser 
“ITA audiences were very nearly three 
times as large as BBC audiences.” Says 
Sir lan Jacob, “Four times as many 
people watch the BBC as watch ITA.” 

Sounds ever so much like our own 
two chaps, Sir Ed Sullivan and Sir 
Steve Allen. 

* * * 

Life in this television age: What with 
Thanksgiving only a few Alka/Bromo 
Seltzers behind us and the Yuletide 
just a checkbook ahead of us, we feel 
that now is the time for a timely and 
pleasing item anent our industry. It 
has to do with Pope Pius XII. 

According to well-informed sources, 
Pope Pius professes himself a frus- 
trated television fan who mostly read: 
about shows instead of watching them 
This is because, as the Pope regretfully 
explained recently, he is almost always 
too busy with church affairs to be able 
to follow television as much as he 
would like. 

There are, however, two tv sets in 
the Pontiff’s private apartments both 
at the Vatican and in his summer villa 
in Castel Gandolfo, a hillside town 15 
miles south of Rome. 








COLUMBIA SOUTHERN CHEMICAL CORP 





WHEELING STEEL CORP 


A)? The Wheeling Market ic ove of) the 
Le! i ‘f : oe. fastest gous mareste wt. eQumerien 


Aluminum, Chemicals, Steel, Coal—these and many other 
basic industries—booming, expanding, growing—in the 
Greater Wheeling Market, the “rich Ruhr Valley of 
America.”’ How do YOU figure in this picture of industrial 
expansion? Project your sales in America’s industrial 
heartland by using the dominant advertising medium, 
WTRF-TV, consistently outdistancing the competition 
in every accredited measurement of audience survey. The 
eyes of the valley are on WTRF-TV! 
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Wheeling 7, West Virginia 






For availabilities and complete 
coverage information—Call 
Hollingbery, Bob Ferguson, 

VP and General Manager, 
or Needham Smith, 

Sales Manager. 

CEdar 2-7777 


316,000 watts 
Equipped for network color 


reaching a market that’s reaching new importance! 





to Paris to Seattle... 








SEATTLE, SEPTEMBER 13, 1927: Lindbergh, the “Lone 
Eagle,” spoke over KOMO microphones to thousands who ido- 
lized his courage . . . the same thousands who had breathlessly 
followed his perilous progress over the Atlantic . . . who heard 


MR. 


history being made when“ WE” settled at Le Bourget Aerodrome 
... and who had shared in his triumphal return to the nation’s 
capital—events swiftly, accurately related to the nation by NBC 


and brought to the Pacific Northwest by KOMO. 


On Wings of NBC Sound! 


For thirty years, America has consistently received 
the peak of public service... top entertainment value 
...on-the-scene reporting of history-making news 


... first in radio, then in television, now in both... 


thanks to NBC. 


KOMO and KOMO.TV are happy to share this 
Thirtieth Anniversary of NBC. KOMO began 


operations thirty years ago, too— December 31, 


1926 —and in April, 1927, first to bring network 
radio to Seattle and the great Pacific Northwest... 
the personalities, the programming, the concept that 
has kept NBC and its affiliates in the deserved po- 


sition of leadership. 


With pride in our participation...with gratitude 
for the leadership NBC so generously shares with 
us... we offer sincere congratulations on thirty years 


of progress. 


30th Anniversary Year KOMO-RADIO 


Charter Affiliate NBC Pacific Coast Network 
First With Full Color KOMO-TELEVISION 














